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ABSTRACT 
The purposes of this study were to understand textile retailers' interactions with artisans 
in the procurement, development, and production of textile products; describe how they 
conceptualize tradition; expand scholarly models of tradition; and contribute to a model of the 
craft production and marketing system. 
Fieldwork was conducted in Antigua, Guatemala for nearly four months. Data 
collection methods included participant observation, ecological traverse, interviews, and 
observations. Short interviews (N=29) and observations (N=38) were conducted with 
informants identified in the ecological traverse. Informants for the long interviews (N=14) and 
observations (N=20) were purposefully drawn from the informants from the large sample. 
Data were analyzed using open and theoretical coding and constant comparison. Three 
overarching themes of products, relationships, and tradition, and a grounded theory of tradition 
emerged. 
Retailers acquired their textile products using in-house product development, direct 
purchasing, and consignment. Communication evolved through verbal, visual, and written 
techniques. They employed production steps of material sourcing, sample making, and 
testing. Internal and external forces affected change in textile products. Both product 
exclusivity and quality were concerns for retailers. Textile retailers maintained strong linkages 
with key individuals. They established a variety of composite relationships on which their 
businesses were founded. 
For textile retailers, tradition was composed of characteristics based upon function and 
meaning, tools and equipment, production techniques, fibers, color, and decorative elements. 
Retailers conceptualized textile traditions in terms of degree of traditionality that have been 
visually presented on a series of nine concrete and abstract continua. Concrete continua guided 
retailers' daily activities and decision making, while abstract continua influenced retailers' shop 
foci, missions, and marketing strategies. Concrete and abstract continua were interdependent 
i x  
as retailers negotiated between the continua, their own beliefs about tradition, and the goals of 
their businesses. Retailers' relationships served to foster their beliefs about tradition. 
The decomposition of tradition into its constituent characteristics and retailers' 
conceptualization and negotiation of tradition in their textile products are important 
contributions toward understanding the complex phenomenon of tradition. The role of textile 
retailers in the craft production and marketing system expands knowledge about individuals 
who participate in an increasingly global world market for textile crafts. 
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CHAPTER ONE: INTRODUCTION 
Guatemala is a country with a rich textile heritage. Since before the classical Maya 
period from 300-900 A.D. (Altman & West, 1992; Deuss, 1981), predecessors of today's 
indigenous people produced rich textiles for ritual and daily use. Even today, contemporary 
inhabitants in Guatemalan villages are often distinguished from one another by their 
distinctive dress known as traje^ native costume and by the various production techniques 
used in their textiles such as backstrap weaving, ikat dyeing^, brocading^, or embroidery. For 
Guatemala's indigenous population of approximately 60 percent, textile craft production 
continues to be a source of cultural pride and distinction in addition to a potential source of 
household income. 
The traditions of textile production continue today in Guatemala but, like textile 
artisans in other developing countries, Guatemalan producers are turning to textiles as 
commodities intended for new regional, national, and international consumers. In these new 
marketplaces, artisans increasingly interact with individuals who assist in selling their 
products to tourists and foreign consumers. Called coyotes (Stromberg-Pellizzi, 1993), 
intermediaries (Nash, 1993a), culture brokers (Stromberg-Pellizzi, 1993), or mediators 
(Baizerman, 1987a), these individuals are an important link in the production and sale of 
textile products within and outside of Guatemala. Very often these individuals assume the 
role of small business retailers in tourist communities. They not only supply the consumer 
with textile products to purchase, but also can have profound effects on modification of the 
products that finally reach the consumer (Baizerman, 1987b; Morris, 1991). 
' Spanish words or phrases are italicized the first time they appear in the text. Thereafter, they are not 
italicized. Definitions can be found in the glossary in Appendix A. 
- Ikat is the English term for jaspe or yarns that have been dyed using a resist dyeing technique. See Altman 
and West, 1992 for more information on exact methods. 
Brocading is a weaving technique that uses supplementary weft yarns that float along the surface of the fabric 
creating textural patterns or designs (Altman & West, 1992). 
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In Guatemala, tourism centers around Guatemala City, Antigua, Lake Atitlan, 
Chichicastenango, and Quezaltenango (Figure l.I). Tourism is an important resource to the 
city of Antigua, one of the former capitals of Central America and the site for this research. 
Colonial architecture, a medley of international restaurants, scenic landscapes, and a 
temperate climate combine to offer tourists an anticipated destination in their travels. 
Antigua also serves as a departure point for travels further inland and for some, is a final stop 
before leaving Guatemala. 
Small retail shops in Guatemalan tourist centers, such as Antigua are multiplying in 
number and are expanding their businesses. As with small businesses worldwide, shops are 
constantly opening and closing. New retail shops with different product orientations are 
springing up in Antigua where they compete with older established textile shops. New shops 
may focus on regional products (e.g., blankets from Momostenango or crocheted shoulder 
bags from Todos Santos), contemporary home textiles (e.g., bedspreads, pillow covers, or 
placemats), or fashion apparel. Whereas earlier shops offered primarily indigenous textiles 
or simple household textiles, the products in new shops incorporate change in techniques, 
colors, motifs, and forms to appeal to changing consumer demand. Shop appearances range 
from those that resemble market stalls to shops where products are displayed in museum-like 
atmospheres. Textile retailers may be Guatemalans {Ladinos or indigenous) or foreigners 
and are often involved in all aspects of their businesses from product development to sales. 
Textile retailers interact with artisans in a variety of ways in order to stock their 
stores. In some cases retailers select from a range of products brought to the shops by 
artisans. Retailers may also have specific individuals who have been directed to locate 
particular types of merchandise for their stores. Other retailers are involved in product 
development and employ textile artisans to make products to the retailers' specifications. 
Each retailer has his or her own view of the concept of tradition based upon personal 
values, experiences, and cultural background. As intermediaries, retailers have immense 
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potential to affect change in Guatemalan textile traditions. Despite their expanding numbers 
and potential influence on textile traditions, textile retailers have received limited scholarly 
attention. Little is known about how they run their businesses, work with artisans, 
understand consumer demand, make merchandising decisions concerning the textile products 
in their shops, and conceptualize tradition. 
Horner's conceptual framework of tradition (1990), Baizerman's decisions about the 
foundation of textile traditions (1987a, 1987b) and Niessen's research on Tobak textile 
traditions (1990, 1994b) constituted the point of departure for this study. The contextual and 
processual nature of tradition has only begun to be explored by scholars. There are some 
who would argue that textile traditions have precisely defined and static qualities, whereas 
others view tradition as indeterminate and continually being redefined. Textile retailers have 
the potential to considerably affect textile traditions through textile development, production, 
acquisition, and sales. Thus, better understanding of the role played by textile retailers will 
help scholars understand tradition and the ongoing metamorphosis of Guatemalan textiles as 
artisans, textile retailers, and consumers interact in an increasingly global environment. 
Textile retailers are one component in a multifaceted craft production and marketing 
system where individuals, often called culture brokers, serve as mediators between producers 
in one culture and consumers, frequently from another culture (Littrell, 1994; Figure 1.2). In 
Littrell's visual model of the craft production and marketing system, the oval shapes represent 
consumers, the rounded squares represent intermediaries, and the square and octagon 
represent the producer and products, respectively. In this model, the arrows illustrate both 
the flow of merchandise and the direct relationships between participants in the .system. 
As exchange of products between people of different cultures increases worldwide, 
culture brokers become increasingly important in the mediation process. This study helps to 
delineate further the role of textile retailers as culture brokers. To date, understanding of 
retailers as culture brokers is based on limited research with alternative trade organizations, 
Tourist 
Product Producer 
Domestic 
Consumer 
ATO 
Import 
Buyer 
Catalog 
Customer 
Store j U.S. Shops 
Customer 
Figure 1.2 Craft Production and Marketing System 
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artisans, cooperatives, import buyers, and producer-merchants (Baizerman. 1987b: Eber & 
Rosenbaum, 1993; Littrell & Dickson, 1993; Morris, 1991; Nash, 1993b; Popelka, Fanslow, 
& Littrell, 1992; Stephen, 1991b; Stromberg-Pellizzi, 1993). The grounded theory resulting 
from this research uncovers potential new linkages and describes relationships between 
retailers and other participants in the craft production and marketing system. 
Purpose 
Textile retailers provide a vital link between artisans and consumers in the textile 
marketing system. There is little research that illuminates the influence that textile retailers 
have on the textile products made by artisans and sold to consumers. Textile retailers often 
use the concept of tradition as a selling feature for their products; yet, their views of tradition 
are not clearly defined. An examination of the role that textile retailers play in the product 
development and marketing of textile products is vital to understanding the part they play in 
shaping textile traditions. Therefore, the purposes of this study were to expand 
understanding of how textile retailers in Antigua, Guatemala, work with artisans, make 
product acquisition and development decisions, and understand and translate the concept of 
tradition within textile products. This study also contributed to scholarly models and 
literature on the concept of tradition and to the development of a visual model of the craft 
production and marketing system. 
Objectives 
1. Describe the role that textile retailers play in the development of new or modified 
textile products. 
2. Describe how textile retailers interact with artisans whose products are sold in the 
retailers' businesses. 
3. Describe tradition from the perspective of textile retailers. 
Develop a grounded theory of tradition and discuss the theory in relation to textile 
products and retailers' relationships. 
Using the grounded theoiy, describe how textile retailers negotiate their 
conceptualizations of tradition. 
Interpret findings by: 
a. Identifying implications for textile production and marketing in Antigua, 
Guatemala. 
b. Clarifying and expanding the scholarly definition of textile traditions from 
retailers' perspectives in Antigua, Guatemala. 
c. Contributing to the emerging Iowa State University model of the craft 
production and marketing system. 
Limitations 
Data were limited to those resources available and authorized by each textile retailer. 
Each member of the sample did not have the same types of written documents 
available (e.g., sales records, order records.) 
Data was drawn upon retailers' experiences and did not reflect either artisans' or 
consumers' perspectives. 
Access to textile retailers was defined by retailers' availability and their willingness to 
speak openly with a researcher who was an outsider to the community. 
Operational Definitions 
Internal consumer - An Indian person in Guatemala who purchases textile products 
that have been made by Indians, have Indian functions, and are intended for Indian 
consumption. 
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2. External consumer - An individual outside of the Indian community who purchases 
textile products made by Indians and other artisans. 
3. Producer - An individual who makes textile products, some of which are sold in a 
retail shop. The production process includes a creative component and production. 
4. Textile product - Products made from natural or synthetic fibers and produced using a 
variety of hand process that include weaving, needlework, and sewing methods. 
Methods and tools of production include, but are not limited to, backstrap loom, floor 
loom, embroidery, crochet, and sewing machine. Objects can be for personal (e.g., 
apparel and accessories) or household (e.g., pillows and bedspreads) use. 
5. Textile retailer - Retailer located in Antigua, Guatemala, whose merchandise for sale 
is predominantly hand-produced textile products and whose target markets are 
regional, national, and/or international consumers. Their shop assortment consists of 
50 percent or more Guatemalan textile products. 
6. Tourist - An individual from Guatemala or another country visiting a specific location 
for reasons of leisure, sightseeing, business, and/or travel. 
Organization of The Dissertation 
This dissertation is organized into six chapters. Chapter one introduces the research 
problem and includes the purpose, objectives, and limitations of the study, as well as 
operational definitions used in the dissertation. The second chapter covers the review of 
literature that addresses tradition, Guatemalan geography and history, Guatemalan dress and 
textile development, global craft production, and tourism. Chapter three delineates the 
research methods employed in this study. The fourth chapter describes the context for the 
study introducing the research setting, informants' demographic information, and describes 
retailing environments in Antigua, Guatemala. Results are developed in chapter five that 
focus on textile products, relationships, and tradition. Theoretical frameworks that emerged 
9  
from the data are also presented in this chapter. Chapter six includes a summary of the study, 
contributions to scholarly literature, research hypotheses, and recommendations for further 
research. 
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CHAPTER TWO: REVIEW OF LITERATURE 
A contemporary study of Guatemalan retailers and their views on tradition cannot be 
conducted without considering the ever-changing local, national, and world environment in 
which retailers interact. Therefore, it is imperative that retailers in Antigua, Guatemala be 
placed in the context of the intellectual models, historical developments, and world trends that 
gave rise to this study. In this chapter I will review relevant literature on tradition, Guatemalan 
geography and histoiy, Guatemalan dress and textile development, world craft production, and 
tourism. Finally, I will discuss how the review of literature guided and shaped this study. 
Tradition 
The complex phenomena of tradition served as the conceptual framework for this 
research. The term tradition itself has a wide range of usage. Horner explains, "it is among 
the most widely applied but least well defined concept in contemporary social scientific 
thought" (1990, p. 3; Shils, 1975). So what is tradition? Random House Webster's College 
Dictionary (1992, p. 1413) defines tradition as, "1. the handing down of statements, beliefs, 
legends, customs, etc. from generation to generation especially by word of mouth or practice. 
2. something that is so handed down. 3. a long established or inherited way of thinking or 
acting." According to this definition tradition can be anything that is handed down or long 
established, thus allowing for a wide range of possibilities. 
Tradition is thought by some to be a static quality, unchanging through time (Goin, 
1993; Price, 1989). Art connoisseurs. Western art dealers, or Westerners in general have been 
among some who have promoted this view (Goin, 1993; Graburn, 1994; Price, 1989). 
Researchers find that, although Westerners encourage one another to be innovative, they deny 
the same opportunity to the inhabitants of less developed nations (Goin, 1993; Graburn 1994). 
Art products from nonindustrialized countries continue to be classified as primitive and often 
unchanging; artists are regularly left unidentified. However, new young indigenous artists are 
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speaking out against these injustices and calling attention to their primary roles as artists 
(Graburn, 1994). 
For this study, I used Alice Horner's (1991) diachronic development of tradition that 
she so thoroughly and eloquently proposed to describe the historical development and models 
of tradition. Suzanne Baizerman's (1987a, 1987b) decisions about the concept of tradition and 
Sandra Niessen's research on Tobak textile traditions (1990, 1994b) were also applied. 
Diachronic Development of Tradition 
Tradition-versus-modemitv. During the seventeenth century, a driving interest in 
modernity and progress took hold of much of Western Europe where reason, logic, and 
scientific thought were emphasized. In opposition to modernity, the concept of tradition was 
used by Enlightenment proponents to describe "all that was not modern" in society (Handler & 
Linnekin, 1984; Horner, 1990, p. 4; Shils, 1975, 1981). 
The tradition-versus-modern dichotomy was adopted at this time (Dominguez, 1986; 
Handler, & Linnekin, 1984; Horner, 1990). Later in history, new contrasts were to mirror the 
dichotomy, such as Tonnies's Gemeinshaft and Gesellschaft, Durkheim's mechanical and 
organic solidarity, Sapir's genuine and spurious culture, and Redfield's primitive/folk/civilized 
continuum (Handler & Linnekin, 1984; Horner; 1990). Tradition opposed the positive 
connotation of modem. However, later in the early 19th century, as European society became 
disillusioned with Enlightenment thinking, the concept of tradition became romanticized 
through glorifying the past as it was envisioned before the emergence of Enlightenment 
reasoning (Handler & Linnekin, 1984; Horner, 1990; Shils, 1981). Whether positive or 
negative, what was important was the monumental force tradition represented in society 
(Horner, 1990). 
Others also seized upon the idea of tradition opposing modernity and, even into the 
20th century, scholars continued to contrast the two concepts. However, in this sense, if 
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tradition represents static qualities, then it is progress that is tradition's antithesis 
(Horner, 1990). 
Tradition and culture. During the early decades of the 20th century, tradition was 
often used to define culture (Horner, 1990). Writings of Mead, Kroeber, Malinowski, and 
Lowie showed evidence of using tradition to elucidate culture. Kroeber went so far as to say 
that, 
The simplest form of cultural transmission is tradition: transmission within a 
society through education by the elders and imitation and learning by the young 
(1948, p. 411). 
In describing culture in terms of tradition, scholars became increasingly interested in the 
processual nature of culture. Because culture and tradition were thought to be invariably 
linked, as interest shifted, the concepts of culture and tradition became more flexible (Horner, 
1990; Moore, 1986). Rather than focusing on the static quality of tradition, emphasis on 
process emerged with a focus upon selection of elements of tradition by a society (Moore, 
1986). 
Tradition as a reservoir. According to Eisenstadt, Edward Shils is the first scholar to 
de.scribe tradition as, "a society's receptacle for symbols and behaviors" (1973, p. 3). Clo.sely 
associated with culture, tradition was viewed as a reservoir or resource of cultural artifacts and 
behaviors (Horner, 1990). A reservoir was thought to hold more elements than an individual 
or group could select, thereby allowing some parts to be selected while others were not. This 
reservoir was available from which individuals could consciously or unconsciously select parts 
to represent different cultural forms. 
Similar to tradition as a reservoir, Appadurai (1981, p. 201) described the past 
[tradition] as a "symbolic resource." In his discussion, Appadurai also introduces the idea of 
selective tradition. An object is composed of particular elements selected from the reservoir. 
For example, two different selections from the same reservoir may produce vastly different 
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outcomes due to the elements chosen and the individual who is making the selection. An 
example of the selection process would be choices made by a weaver from a wide array of 
textile characteristics; yet, the artisan selects a specific combination of materials, colors, motifs, 
and techniques to incorporate into a contemporary textile. Over time the selection and 
interpretation of the parts defines the ongoing tradition (Williams, 1977). Furthermore, 
selection of cultural parts emphasizes the processual nature of tradition as a constant process of 
selection and interpretation of cultural elements. In addition, dominant groups or individuals 
can influence the outcome of the selection process (Horner, 1990). For example, tourists or 
intermediaries can potentially affect the elements chosen in the selection process. Selective 
tradition emphasizes the selector as the determiner of tradition (Moore, 1986). 
Tradition as invention. Tradition as a tool of nationalism has long been imbedded in 
scholarly thought. Nationalism is defined as, "The development of a national consciousness; 
the totality of the cultural, historical, linguistic, psychological, and social forces that pull a 
people together with a sense of belonging and shared values" (Shafritz, 1988, p. 366), 
Nationalism has roots in the sixteenth century as colonial powers began their thrust into 
unexplored areas of the world. Nationalism was also used extensively as a political tool in the 
late 18th century and presently, continues to be employed by nations. As world powers, such 
as the British Empire, expanded tradition was embraced first by colonial powers to justify 
imperialism, followed by the newly independent nations as a mechanism to substantiate their 
existence. Therefore, both the proponents of romanticism and nationalism used tradition to 
support their expansive beliefs. 
The idea of "invented" versus "genuine" tradition has been a source of much dialogue 
among scholars. In Hobsbawm and Ranger's (1983) edited book, The Invention of Tradition. 
Hobsbawm (1983) delineates invented tradition as being separate from genuine tradition in that 
invented tradition is adopted or translated from a previous form; yet, simultaneously he implies 
that genuine tradition is "adaptable," thereby inferring that genuine tradition also changes 
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(Handler, 1984; Horner, 1990). Horner believes that invented tradition and genuine tradition 
are on a continuum, not dichotomized, and that "all tradition contains aspects of invention," 
fl990, p. 28). 
Horner also distinguishes between invented tradition and tradition as an inventive 
process (1990). The concept of invented tradition is firmly rooted in historical events. 
Tradition as a concept began during the Enlightenment period and became more established in 
the late 18th and 19th centuries in support of nationalism and imperialism. These emergent 
traditions did not previously exist; hence, they were thoroughly invented. In this sense, 
tradition represents a Western conceptual tool to legitimize the objectives of powerful 
individuals. Tradition also expresses the sometimes false notion of the longevity of the nation 
state (Handler, 1984). 
In contrast, the inventive process of tradition is dependent upon previous actions and 
relies upon a pool of knowledge available from the past. The selection from the reservoir is a 
constant form of invention contingent upon who is doing the selecting, his or her intentions, 
and the manner in which the selection is carried out (Horner, 1990). 
Exported tradition. Besides inventing tradition to legitimize European nation states, 
tradition was carried to colonial subjects by imperialistic powers (Handler, 1984). In the 
beginning of colonization, tradition was used by imperial powers distinguishing themselves 
from their subjects, who lacked tradition (Horner, 1990). Tradition eventually became 
internalized by subjects and much later, after independence, was used to support a growing 
nationalistic or ethnic view (Horner, 1990). An example of exported tradition would be the 
case of Swaziland where tradition has been "revived, interpreted, even manipulated," by the 
Swazi government when it unexpectedly began using Swazi masks in their promotion of 
tourism after a large crop failure affected the country economically (Harrison, 1992c, p. 154). 
Thus, "invention" focuses on both the processual and contextual nature of tradition. Both are 
linked to one another in a dynamic relationship. 
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In Horner's research in the grasslands of Cameroon, tradition was claimed, assumed, 
and invented in situations that were political in nature (1990). Tradition was tied to political 
power and was used by groups who had less formal access to power. For example, the 
wearing of long-established chieftain gowns was used to legitimize a new leader's power. 
Also, the Cameroonian government used museums as a means of educating children about 
tradition; museums vied with more conventional sources like families or acquaintances for the 
control of knowledge about tradition. 
Both foreign and domestic individuals also influenced tradition in Cameroon. Foreign 
tourists who visited cultural museums had preconceived ideas of tradition that had been 
developed in their home countries of the United States and in Europe. Their concepts of 
tradition and desire to make purchases of "traditional" objects communicated to producers 
tourists' definitions of tradition. Not only were foreigners defining tradition, but so were 
Cameroonians. Urban Cameroonians, consumers of tradition, experienced cultural activities 
and arts, consumed traditional foods and discussed, read about, and wrote about tradition. As 
consumers who selected traditional elements, they, too, defined tradition. 
Horner believes that the concept of tradition brings meaning to lives in a contemporary 
world filled with harsh extremes (1990). Tradition "creates identity for people through 
association with past events, places, persons, [and] things" (p. 306). Although tradition is 
founded upon the past, the selective quality of tradition transcends history. 
Homer espouses that the utilization of tradition is inherently political; therefore, the 
study of tradition should focus on the individual or interest group using it, rather than on the 
"... traits, events, or objects which [sic] are identified with the process," (p. 308). Rather than 
isolating one concept of tradition, the meanings of tradition should be studied diachronically so 
as not to allow redefinition for personal interests, such as a means to substantiate nationalism 
(Horner, 1990). Since tradition is an ongoing process of reselecting elements through time, 
tradition is not in danger of disappearance. Rather, tradition continues because of its flexible 
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nature (Horner, 1990). 
Tradition in Textiles 
As with traditions in general, textile traditions have also been presented as static or 
unchanging (Goin, 1993; Niessen, 1990; Morris, 1987). However, most textile scholars note 
that textile traditions are not static phenomena (Anderson, 1983; Berlo, 1991; Fisher, 1984). 
Motifs, colors, form, and materials may change with new directions in supply and demand; in 
addition, the rate of change may also accelerate (Cohen, 1992). 
Tradition-Versus-Modemitv in Textiles 
Many of the themes identified by Homer (1990) have been echoed by textile 
researchers. For example, the dichotomy of tradition-versus-modernity is addressed in textile 
literature. Villages that were once isolated are now finding their indigenous textiles influenced 
by the introduction of external materials, increased demand, and tourism. Zorn states that 
"textile production must become a balance of tradition with modern opportunities," in order to 
survive (1992, p. 152.) 
Niessen recognizes the tradition-versus-modernity theme in Indonesia as well. In 
Indonesia, colonization contributed to contemporary dualism between men and women that 
presently manifests itself in the conservative clothing styles worn by females in Batak society 
(1994a). However, dynamic changes have always occurred in Batak textiles because of the 
flow of Malay and European traders to Indonesia. In summary, dynamism exists today as 
increasing numbers of new influences reach countries such as Indonesia where interest is 
sparked and new possibilities introduced (Niessen, 1994a; Zorn, 1992). 
Textile Traditions As a Reservoir 
The theme of tradition as a reservoir is evident in research on textiles (Nies.sen, 1994b). 
Niessen defines Batak textile traditions as, 
...a local set of textile possibilities generated by technique and technology. 
Some of these possibilities have been selected by weavers and by historical 
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circumstance, and the results are tangible expressions of the weaving tradition. 
Tradition, in this sense, is a cognitive corpus. Finished textiles are clues to its 
dimension; they represent some of the possibilities inherent within it (1994b, 
p. 4). 
Niessen stresses that tradition has the potential for many outcomes. 
Textile Traditions as Invention 
Invented textile traditions. Textile objects are continually being invented. 
Negotiations between interacting cultures and inspiration drawn from past knowledge and new 
infiuences are contributing to the development of unique textile forms in places as distant as 
Peru, Indonesia, the Ivory Coast, and Nigeria. In Taquile, Peru, in the center of Lake Titicaca, 
the Taquilenos have invented a calendar belt that is sold to collectors who visit the island. 
However, the calendar belt draws upon inherited textile knowledge of Taquilean weavers while 
simultaneously utilizing a new double-cloth technique (Zorn, 1992). 
Textile innovations may be the result of translation of available techniques and access to 
commercial yams and new materials (Niessen, 1990). Niessen found that Toba Batak textiles 
woven by a very creative artisan, were actually "hybridized" forms. Not only did the artisan 
incorporate novel outside elements, but she also crossed the boundaries of two textile-
categories that had been prescribed by custom. The combining of separately-defined object 
characteristics was a radical departure from defined conventions and produced a hybrid of two 
textile categories that formerly had not existed. 
Invention may also assume the form of appropriation (Steiner, 1994b), assigning 
meaning, and creating historical linkages in textiles (Bickford, 1994). In the Ivory Coast, 
factory printed batik textiles have been introduced by both European and African producing 
nations since the 1890s. Contemporary wax, as they are called, must compete with previously 
introduced textiles that have established social importance and are assumed to be traditional. 
Once available in the marketplace wax are assigned names and, through word of mouth, their 
names are distributed. The naming of wax textiles imparts value and prestige and is a form of 
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appropriation, of making something your own (Steiner, 1994b). 
A similar inventive process occurs in the Niger Delta where the Kalahari Ijo people 
transform Indian madras into masquerade cloth worn in parades that take place during 
masquerade festivals (Renne & Eicher, 1994). One form of masquerade cloth, pelete bite, is 
locally altered madras cloth that was originally imported from India. Through a transformation 
process, the cloth is altered using a cut-and-pull method of embellishment. In its new form, 
the alubite (masquerade cloth) assumes a new role, one that emerged from a previous form and 
is endorsed by members of Kalahari society (Steiner, 1994b). 
Process of textile traditions. Textile scholars emphasize the importance of the 
production process in the continuation of tradition (Niessen, 1990; 1994b; Spinola, 1992). 
Neither the product nor the process can be separated from one another in conceptualizing textile 
products (Niessen, 1990). However, some scholars believe the production process should be 
stressed over the structure of textiles because similar to textile production processes, society is 
not static, but constantly changing. 
The processual nature of tradition is asserted by Femenias (1994) whose work with 
ethnic artists in the Colca Valley of Peru illustrates how textile production is a continually 
innovative process. Ethnic artists combine individual ideas about design and aesthetics and 
national and international fashion to form elaborately embroidered jackets for community 
festivals. Their appropriation of noncommunity based elements does not diminish tradition, 
rather it revitalizes and contributes to tradition's ongoing existence (Femenias, 1994). 
In another example, tcipetes (tapestry woven, rectangular textiles used as rugs and wall 
hangings) produced in Teotitlan del Valle, Oaxaca, Mexico, are also a dynamic tradition 
(Popelka, 1989; Popelka & Littrell, 1991). Unique forms of tapetes evolved simultaneously, 
appealing to distinct customers. Originally a scirape, a poncho-like garment worn by men, 
tapetes developed into distinct textiles that continue to be shaped into new genres; yet, they are 
defined as traditional because the production process remains relatively unaltered. 
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Exported textile traditions. Nationalism also affects textile use and production. For 
example, particular cloths are identified with Moroccan nationalism and cultural pride. 
Moreover, some weavers prospered in Morocco at the end of the colonial period because of 
nationalism and the desire for specific cloth to be used to represent it. Young men who wanted 
to be associated with Moroccan nationalism wore a coat made of wide "respected" striped 
patterns rather than narrow stripes (Stack, 1992). 
Textile Traditions Frameworks 
Baizerman proposes a framework for describing if a textile product continues to be 
"rooted in a textile tradition" (Table 2.1; 1987a, p. 8). The framework consists of decisions 
that occur in the textile production and marketing system. More specifically, Baizerman's 
framework includes decisions concerning the object, production process, distribution, 
evaluation of the object, and the use of the object. In contemporary societies where the focus 
of production has shifted to external consumers, decisions are negotiated between the artisan, 
mediator, and/or consumer whereas, in the past when textiles were produced for internal 
consumption, personal or ritual use, all decisions would have been made and defined within 
the community (Baizerman, 1987a; Graburn, 1976). According to Baizerman, what seems 
paramount lo maintaining textile traditions within communities are the decisions associated with 
the recruitment of artisans, type of equipment used, location of traditional work environment, 
and control of production (1987a). 
Guatemalan Geography and History 
Guatemala, like many other developing countries, has seen vast changes in the 20th 
century. Many of the changes are due to the expansive growth of industry and technology in 
industrialized countries and their effects on this small country. Guatemala presently covers an 
area of 42,000 square miles and is bounded by Mexico on the north, Belize on the east and El 
Salvador and Honduras on the south (Jones, 1994). The terrain, one of contrasts, is divided 
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Table 2.1 Baizerman's Decision Framework of Tradition 
Decisions 
Decisions that concern the object: 
Material resources: 
• Choice of tools, equipment 
• Choice of materials 
Technical decisions: 
• Choice of fabric structure 
• Choice of warp/weft ratio 
• Choice of techniques 
Aesthetic decisions: 
• Choice of colors 
• Choice of design 
• Choice of proportion 
Decisions that concern the process of production: 
Where is it done? 
When is it done? 
Who can leam/practice the craft? What is their gender? Age? Social Status? 
Who can teach the craft? 
What will be taught? 
What support systems exist for the artisan? 
How much will be produced? 
Decisions about distribution: 
To whom is it given/sold? 
How does it reach the market? 
Who evaluates the ohiect? 
How will the object be used? 
into three geographical zones; the hot lands extending from the coast to about 2, 500 feet; the 
temperate zone between 2,500 and 5,000 feet; and finally the highlands, above 5,000 feet 
(Jones, 1994). Antigua, one of the former capitol cities, is located in the temperate zone with 
an average temperature of 62.4 °F. Antigua experiences an annual rainy season from May to 
October and the warmest times of the year are during March and April. The city is surrounded 
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by three of the highest volcanoes in Guatemala, Agua (12,307 ft.), Acatenango (13,000 ft.) 
and Fuego (12, 579 ft) (Bell & Long, 1993). Besides the three geographical zones, two other 
unique regions also exist in Guatemala; the Caribbean coast and the jungle-covered plateau of 
the Peten in the north. 
Contemporary Guatemalans are characterized as belonging to one of two distinct 
groups, Ladinos or Indians, Ladino is a cultural definition of an individual who is not Indian: 
the definition is closely related to self-perception. Often Ladinos are individuals who are a 
mixture of European and indigenous heritage, speak Spanish, wear Western dress, and practice 
Western customs, whereas Indians are persons indigenous to Guatemala, descendants of the 
Maya, who usually speak an Indian dialect, wear native costume, and practice native customs 
(van den Berghe, 1968; Vogt, 1990; M. Whiteford, personal communication, January 25, 
1995). The Indians of Guatemala have a rich culture that contains strong elements of religion 
and nature. Mainly agriculturists, Guatemalan Indians are also noted for producing finely 
woven textiles. Many villages are noted for their colorful and distinctive traje. 
These two contemporary Guatemalan groups are greatly influenced by the history that 
preceded the current development of this region. Indeed, the history of Guatemala is the 
histoiy of the Americas. It is in this region that the colonization of the Americas by Europeans 
began in the 16th century. The events that occurred in Central America were mirrored in many 
other parts of the Americas where Europeans and indigenous peoples came into contact for the 
first time. 
Historical Events 
During the first quarter of the 16th century while Hernan Cortes worked to establish 
control of Mexico, conquistador Pedro de Alvarado and his entourage were sent to what is now 
Guatemala to establish headquarters in supposedly conquered territories (Bell & Long, 1993; 
Lutz, 1994). After three years of hostilities, the area and its people were finally defeated and 
La Ciudad de Santiago de Los Caballeros de Goathemala was established in 1527' at the foot 
of Agua volcano With these conquistadores also came the first monks, who immediately 
began establishing the dominance of the Catholic church in the new land. The first cathedral in 
the city was built in 1534 and the Palace of the Captains was completed in 1539. 
In 154! the first natural disaster, a combination of torrential rains, a strong earthquake, 
and landslides, struck the capital and completely destroyed it. After, the capital was moved to 
its second location, Almolonga-^ (Jones, 1994; Lutz, 1994). Disaster struck again in 1541 and 
the capital was relocated in 1542 to its third location, what is now Antigua, Guatemala. It was 
at this time that the second capital became known as Ciudad Vieja or "old capital". The third 
capital, called La Ciudad de Santiago de Los Caballeros de Goathemala, was the first planned 
city of the Americas and was designed by the royal Spanish engineer Juan Bautista Antonelli 
(Bell & Long, 1993)*^. It was laid out such that the avenues ran north to .south and the streets 
ran west to east and at the center of the town was a plaza. The land and neighborhoods closest 
to the central plaza were highly desirable (Lutz, 1994). La Ciudad de Santiago de Los 
Caballeros de Goathemala was considered one of the three great cities of the New World 
behind Mexico City and Lima, Peru (Rivera, 1982). 
Santiago reached its pinnacle during the 18th century with its Baroque-styled cathedral. 
Captains Palace, and City Hall, as well as many elaborately adomcd ecclesiastical buildings 
and homes (Bell & Long, 1993). However, inhabitants were forced by the Spanish monarchy 
and the Catholic church to relocate the capital to its present site in Guatemala City after strong 
' Some scholars believe that the first city was established in Iximche around 1524, slightly north and east of 
Lake Atitlan and relocated by Pedro de Alvarado to the foot of the Agua volcano (Jones, 1994: Lutz, 1994; 
Popenoe, 1935). 
'J  
~ The location of La Ciudad de Santiago de los Caballeros de Goathemala was substantially affected by its close 
proximity to the Agua volcano and periodic volcanic activity that has occurred through Guatemalan history. 
Almolonga is the present day Ciudad Vieja. When the capital was a moved a third time, to present day 
Antigua, it was relocated a short distance from Almolonga in the Panchoy valley. 
^ Scholars disagree whether the Spanish royal engineer Juan Bautista Antonelli actually laid out Ciudad Vieja 
first or what is now the city of Antigua. See Bell and Long (1978), Jones, (1994), or Lutz (1994) for additional 
information. 
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earthquakes and aftershocks demolished the capital in 1774 (Popenoe, 1935). It was at this 
time the old capital began to be referred to as Antigua. 
Political Developments in Guatemala 
Colonial period. Leadership during the Colonial period consisted of a Captaincy 
General position located in Guatemala that reported to the viceroy of New Spain located in 
Mexico City. The Captain General controlled the areas of what is now present day Chiapas, 
the southern most state in Mexico, and the countries of Belize, Guatemala, El Salvador, 
Nicaragua, and Costa Rica (Jones, 1994). The Spanish colonial period ended in 1821, when 
Mexico and Guatemala declared their independence from Spain (Booth & Walker, 1993). 
Other Central American countries joined Guatemala, attempting to form the Central American 
Republic, but constant rivalries inhibited the union and it was finally dissolved in 1838 (Booth 
& Walker, 1993). 
Guatemalan independence. From the 1870s to the 1940s, Guatemala was ruled 
largely by the Liberal political party that supported the introduction of new crops (e.g., bananas 
and coffee) and encouraged investment by foreign nations. Land was confiscated from 
communal church and Indian holdings and redistributed for "modem" cultivation. Large 
companies, like the United States-based United Fruit Company gained a strong foothold in 
Guatemala during this period (Booth & Walker, 1993). 
During the depression years of the late 1920s and early 1930s, Guatemala's economy 
plummeted as did other export-dependent countries. The rise of student unrest and the 
emergence of a small Communist party targeted both groups for oppressive action by the 
Guatemalan government. Although Guatemala previously had cordial relations with fascist 
Germany, during World War II Guatemalan leaders targeted Germans and Guatemalans of 
German descent, confiscating their land holdings of coffee plantations. (Booth &. Walker, 
1993) 
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Reform period. It was during the late 1940s and early 1950s that two Presidents 
instituted a series of reforms that were unacceptable to large landowners in Guatemala, external 
investors, and the United States government. Both Presidents Arevalo and Guzman 
implemented social reforms such as providing services, such as social security and rural 
education, establishing unions and peasant organizations, and professionalizing the armed 
forces. Guzman also went so far as to legalize the Communist party and to institute agrarian 
reforms, such as nationalizing externally owned land (Booth & Walker, 1993; Davis, 1988). 
The powerful United Fruit Company was one of those companies affected by the reforms. 
With strong ties to the United States government, company owners applied pressure to 
government officials to take action against Guatemala. It was at this time that the United States 
began a plan to destablilize Guatemala, using financial sanctions, Central Intelligence Agency 
involvement, and diplomatic pressure (Booth & Walker, 1993). 
Militarization and civil war. From the 1950s to the mid 1960s, Guatemala 
experienced oppression and deconstruction of earlier social reforms. Land was returned to its 
previous owners, while both military and business interests grew powerful. An attempt to 
return Guatemala to civilian rule during the 1966 elections brought Julio Cesar Mendez 
Montenegro to the presidency. Mendez denounced an earlier counterinsurgency campaign led 
by the military; however, under his leadership counterinsurgency continued stronger than 
before. Military control of the government also expanded, eventually leading to the 
organization of right wing death squads against guerrilla groups that had formed in the 1950s 
and 1960s (Booth & Walker, 1993). 
Military and guerrilla activity continued and was aggravated by the disastrous 1976 
earthquake that took so many lives and left many poor people truly destitute. Once again 
reform movements gained supporters; new guerrilla groups formed; and interests and growth 
in cooperatives emerged (Davis, 1988). The election of 1978 proved a crushing blow to 
anyone opposing the new government. The regime of then president General Romeo Lucas 
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Garcia crushed resistance throughout Guatemala. Assassinations became common for 
opponents. Formations of peasant organizations like the Comite de Unidad Campesina (CUC) 
fueled Lucas to implement a scorched earth campaign, killing thousands of peasants and 
inhabitants of whole villages thought to support guerrilla activity and forcing many to flee 
(Davis, 1988). The decade of the 1970s is associated with full scale civil war when many 
Guatemalans were killed, "disappeared," or fled to Mexico to live in refugee camps along the 
Mexican-Guatemalan border. 
The following administration of General Efram Rios Montt continued rural death squad 
activities and counter insurgency efforts during the early years of the 1980s (Booth & Walker, 
1993; Davis, 1988). A civil patrol system also was implemented and enforced by the military 
in rural areas. Indigenous men were conscripted for weekly service at roadblocks, in patrols, 
and for "protection" of indigenous villages from guerrillas (Davis, 1988). The civil patrol 
system, which began as a means of controlling guerrilla activity, became a method of control 
and surveillance of the activities of indigenous members of villages (Davis, 1988). 
Since the mid-1980s, civil Wcir activity has declined but not disappeared in Guatemala. 
During an uncorrupted election in 1985, voters selected Christian Democrat Vinicio Cerezo 
Arevalo who offered assurances of social reforms (Booth & Walker, 1993). Peace 
negotiations are presently ongoing, while left-wing guerrilla and right-wing death squad 
activity occurs regularly. The continuing violence in Guatemala has resulted in casualties as 
high as 100,000 dead and 30,000 missing since the beginning of the civil war, with hundreds 
of thousands of people displaced (Anderson, & Garlock, 1988). 
Contemporarv Guatemala 
Presently, Guatemala is divided into 22 political departments with the capital, 
Guatemala City, located in the political department of Guatemala (Barry, 1992). Antigua, 
located in the department of Sacatepequez, is approximately 40 miles west of Guatemala City. 
Inhabitants of Guatemala are indicative of great contrasts. Eighty to 87 percent of 
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Guatemalans live in poverty, with 36 percent of urban and 71 percent of rural inhabitants living 
in extreme poverty (Barry, 1992). Generally, poverty is defined as the inability "to meet basic 
material (e.g., housing, transportation, medicine, etc.) and basic food requirements." (Barry, 
1992, p. 96). Extreme poverty is defined as the inability to meet even basic food needs. Other 
indicators, such as low monthly wages, a high percentage of young children who work, a high 
underemployment, a large informal sector, and uneven distribution of income, reveal a country 
with a large poverty problem and wealth concentrated in the hands of a few (Bariy, 1992). 
Indigenous people comprise the majority of the population of Guatemala. As many as 60 
percent of Guatemala's inhabitants are said to be indigenous and more than 20 native languages 
are spoken (Davis, 1988; Warren, 1993). 
The indigenous peoples of Guatemala are descendants of the ancient Maya whose 
civilization reached its zenith during the classical period from 300-900 A.D. (Altman & West, 
1992; Deuss, 1981; Rowe, 1981). Related to the indigenous peoples of Chiapas, Mexico, 
native Guatemalans live largely in the rural highlands and rely on subsistence farming (Davis, 
1988; van den Berghe, 1994). Indigenous peasant farmers grow maize, beans, and squash. 
Since the colonial period, indigenous Guatemalans have been forced to be subservient first to 
colonial subjects and now to Ladinos. During the 20th century, consolidation of land in the 
hands of a few and high population growth rates have contributed to increased periodic 
migration of indigenous peoples to work on large coastal plantations where coffee, cotton, and 
other products are grown (Davis, 1988; Menchu, 1984). 
The Guatemalan economy is based upon a large trade imbalance, with the United States 
as its largest trading partner. Exports have not kept pace with the steep rise of imports in 
Guatemala. In 1990 the trade imbalance was $650 million (United States dollars). 
Guatemala's main export products in 1991 were coffee (31%), sugar (13%), bananas (7%), 
and apparel (7%). 
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History of Antigua 
Because textile retailers in Antigua are the focus of this study, it is important to 
illuminate the history of the city after the relocation of the capital in 1774 from Antigua to 
present day Guatemala City. The relocation did not cause complete abandonment of the city, 
although many buildings were dismantled and gradually transferred to their new location in the 
new capital. People continued to live in Antigua, never completely leaving it (Bell & Long, 
1993). Although vast areas of ruins existed in the city, the population steadily grew in the 18th 
and 19th centuries and houses were renovated to maintain some of their colonial characteristics 
(Bell & Long, 1993). However, once again natural disasters were to have a hand in the histoi-y 
of Antigua when a devastating earthquake struck in 1976. Over 30, 000 people were killed in 
the region and a million people were left homeless. 
With dramatic population growth in the 20th century, came increasing alarm over the 
demolition of colonial buildings in Antigua (Bell & Long, 1993). In 1944 , after citizens led 
the clean up of the city, Antigua was declared a national monument by the Guatemalan 
government. The city was also proclaimed a "Monumental City of the Americas" in 1965 by 
the Pan American Institute of Geography and History. Finally, in 1979 Antigua was included 
in the world heritage list by the United Nations Educational, Scientific, Cultural Organization 
(UNESCO; Bell & Long, 1993). Laws governing destruction and construction of buildings in 
Antigua were established in 1972 and the monumental task of preserving the city began. An 
organization now exists called Consejo Nacional para La Proteccion de Antigua, which is a 
national council for the protection of Antigua. El Consejo, as it is commonly called, has a team 
of city planners and architects that oversees all preservation and construction activities that 
occur within the city (M. A. To Quifionez, personal communication, April 19, 1994). 
The contemporary city of Antigua is a quaint place where much activity is located 
around the central plaza and the streets that border it. Renovations of the central plaza, 
completed in 1993 have made it a haven for inhabitants, visiting tourists, students, and street 
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vendors. The city is laid out on a grid system with north to south and east to west orientations 
of the streets (Brosnahan, 1991). 
Presently, Antigua, with a population of approximately 28,000, is a popular destination 
for regional, national, and international visitors. Antigua contains a variety of international 
restaurants, all levels of accommodations, attractive colonial architecture, scenic landscapes, 
and specialty retailers (Box & Cameron, 1991, Brosnahan, 1991). The high tourist seasons 
are during Holy week in the spring and the summer months, especially the month of August 
(Brosnahan, 1991). Antigua is a central stop for visitors to Guatemala and serves as a 
"jumping off point" for tourists traveling to other destinations such as Lake Atitian, Panajachel, 
Chichicastenango, and Quezaltenango (Box & Cameron, 1991; Brosnahan, 1991). 
Guatemalan Dress and Textile Development 
The development of dress and textiles began long before the beginnings of the Maya. 
However, it is from artifacts left by the Maya that a vast amount of knowledge about the 
development of dress has emerged. Writings of the Spaniards further illuminate the 
adaptations and translations that took place in Guatemalan dress. Materials; tools and 
equipment; dyeing and weaving processes; and designs and patterns were all affected by 
outside contact. Contemporary male costume exhibits the greatest amount of change; whereas, 
female costume illustrates less outside influence. Recent changes in the production of textile 
products has shifted to external consumers. 
Pre-Mava Dress 
Few artifacts have been uncovered that detail the development of dress prior to the 
Mayan civilization. Central American ai'chaeological excavations of clay stamps used to apply 
paint to the body suggest that body painting was probably a precursor of dress in Guatemala 
(Osborne, 1965). The wearing of skins followed, as depicted on numerous reliefs (Osborne, 
1965). Fiber cloth was also used in early civilizations and is similar to that presently worn by 
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the Lancandon Indians of Chiapas, Mexico (Osborne, 1965). Finally, the discovery of 
spindles, a mechanism for hand spinning fiber into yarn, illustrated that weaving had 
developed by 500-300 B.C. (Deuss, 1981; Rowe, 1981). 
Mava Dress 
The Maya were accomplished astronomers, architects, and mathematicians, and highly 
refined weavers (Altman & West, 1992; Deuss, 1981; Osborne, 1935, 1965). Elaborate 
costumes of the higher classes featured brilliant color, complex patterns, precise cut, and 
detailed finishings. Since dress was stratified by class, less is known about the sparse dress of 
lower class Maya (Schevill, 1985). Weaving was a component in the Maya cosmology where 
two patronesses of weaving existed (Altman & West, 1992; Deuss, 1981). Additional 
cosmologica! linkages existed between milpci, the house, and textiles (Altman & West, 1992). 
Weaving also appeared to have religious or ritual significance and served a secular function as 
trade items (Altman & West, 1992; Schevill, 1985). 
The actual production of clothing was accomplished by women. From ceramic figures 
discovered on the island of Jaina, backstrap weaving existed during the Classic Maya period 
(Schevill, 1985). Women's dress included huipil (square-shaped top), skirt, sash, cape, 
cloak, elaborate hairdos, nose rings, earplugs, lip ornaments, and jewelry. Elaborate hairstyles 
were worn similar to the wrapped styles of the contemporary Indian women of Santiago 
Atitlan. Men's dress consisted of loincloths, short skirts, capes, tunics, chasuble-like forms, 
animal skins, elaborate headdresses, plumes, ribbons, sandals, and jewelry. Natural cotton in 
both its white and tawny brown colors (cuyuscate^) existed. During the late and post classic 
periods, changes in dress occurred mainly due to trade with indigenous peoples to the north in 
what is now Mexico (Altman & West, 1992). 
•' The tawny brown colored cotton, called cuyuscate (Spanish) or ixcaco (Indian) is a native cotton to Guatemala 
made of short fibers and requiring hand spinning. The use of ixcaco has declined and is usually reserved tor 
ceremonial costume (Altman & West, 1992; Deuss, 1981; Moreno, field notes, 1994; Osborne, 1965; Wood & 
Osborne, 1966). 
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Preconqiiest dress continued to be highly decorative for the upper classes. Tribal 
affiliations defined dress (Wood & Osborne, 1966). Fibers were dyed using natural materials 
(Deuss, 1981). The warrior Quetzalcoatl, wrote that colored cotton was also grown prior to 
the coming of the Spaniards in Guatemala, "They sowed and gathered cotton of all colors as. 
for instance, red, bright red, yellow, purple, whitish, green, blue, dark brown, gray, (dark) 
orange and tawny; these colors of the cotton were natural as thus the cotton grew" (Sahagiin 
cited in Osborne, 1965, p. 22) Textiles were woven with intricate geometric designs by 
women who provided clothing for the whole family (Altman & West, 1992; Deuss, 1981). 
Conquest and Postconquest Dress 
Spaniards were met with a wealth of textile objects and production upon arrival to the 
Americas. In fact, clothing and textiles constituted a large portion of the items returned to 
Spain in the early years of the conquest (Altman & West, 1992). Early historical accounts in 
the 17th century indicated native peoples could be identified as belonging to one of three 
classes by their clothing. 
Laws were passed by Spaniards regulating the wearing of clothing and use of materials 
(Altman & West, 1992; Osborne, 1965; Schevill, 1985). For example, in 1563 a royal warrant 
was issued outlawing the use of gold and silver threads in textiles. In the early years, Indians 
were not allowed to wear Spanish clothing; however, shortly thereafter, laws were passed 
requiring Indians to wear Spanish dress. Another edict dictated that no colors or adornment 
were to be used by Indians and all production was to be home tailored. The clergy also 
influenced dress by promoting what they determined to be decent clothing. Items, such as 
capes, long sleeve shirts, shoes, hats, coat, tops (for women and men), and skirts were 
attributed to religious influence in dress (Osborne, 1965). In general, little European dress was 
adopted during the colonial period. In fact, those elements that were adopted were selectively 
chosen for their usefulness by native peoples (Altman & West, 1992; Osborne, 1965). 
New materials and technology were introduced by the Spanish and adopted by Indians, 
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sometimes under force (Altman & West, 1992). Materials such as wool, linen, and silk were 
also imported. Likewise scissors, steel needles, spinning wheels, and treadle or foot looms 
were new to the Americas. 
The most profound changes due to European conquest occurred in native male dress 
(Altman & West, 1992; Deuss, 1981; Osborne, 1965). Male dress changed early and quickly 
from minimum body coverage to the wearing of fringed trousers, overtrousers, shirts, hair 
ribbons, sashes, cloaks, bolero-type jackets, knee-length woolen breeches, and sandals. The 
elaborate headdresses of the classic Maya had ceased to be worn. In contrast, women's 
clothing appeared to survive the conquest with few changes (Altman & West, 1992). Huipiles, 
skirts, tz.utes (utility cloths), and elaborate hair arrangements persisted. One adaptation from 
European dress was the wearing of a full pleated skirt (Osborne, 1965) that is similar to the one 
worn by indigenous people of Quezaltenango today. 
Perhaps one of the most significant developments during the post-conquest period in 
Guatemala was the evolution of village identity in dress (Altman & West, 1992; Deuss, 1981; 
Sperlich & Sperlich, 1980; Wood & Osborne, 1966). Scholars have varying theories for this 
phenomenon. Some suggest that village dress was initiated by the Spanish to control and 
identify Indians. Others surmise that villagers began to adopt acceptable elements of dress 
from the upper classes. Additionally, scholars identify village dress as an Indian development 
prior to independence from Spain (Altman & West; Anawalt, 1984; Deuss, 1981). 
Unfortunately, early colonial accounts do not address whether Indian dress was differentiated 
by village (Anawalt, 1984; Sperlich & Sperlich, 1980). Over time, village dress developed that 
was distinguishable by color combinations, patterns, arrangements of motifs, form, specific 
garments, and methods of wearing. 
Clothing was also influenced by the alteration of Indian belief systems towards a 
mixture of European Catholicism and ancient Maya beliefs (Altman &. West, 1992). Cofradias, 
religious brotherhoods, focusing on religious support were established by the Spaniards. 
32 
Originally instituted for the Spaniards, by the 1570s cofradias were established for indigenous 
peoples as well (Altman & West, 1992; Rowe, 1981). Moreover, their emphasis had changed 
from one of support to a worship of saints. Ritual clothing developed distinguishing cofradi'a 
members from other village inhabitants. Distinctive cofradia attire continues to be worn in 
present day Guatemala. 
Contemporarv Customs and Dress 
Altman & West (1992) described indigenous dress as costumbre or collective 
traditions. Some scholars believe that costumbre is related to continuity, "A Guatemalan 
highland weaver's training tends to foster continuity of tradition and repetition of learned 
models" (Altman & West, 1992, p. 28). Additionally, change was associated with costumbre. 
Indian dress in Guatemala may indicate age, marital status, social standing, religious 
affiliation, and village membership (Deuss, 1981; Fisher, 1984; Schevill, 1985, 1993). 
Although village dress is distinct by village, regional dress shows many similarities (Altman & 
West, 1992; Fisher, 1984). In addition to village identification, dress also varies by climate 
and geographical regions (Altman & West, 1992). For example, wool clothing is prevalent in 
the highlands of Guatemala, as opposed to the lighter apparel items made of gauze-like fabric 
worn in warmer climates. Clothing has also served as a form of exchange and presently, is 
sold for money (Schevill, 1985). Indians of Guatemala have few resources to invest in 
multiple sets of clothing. Usually one full set of eveiyday clothing is owned and perhaps a 
special occasion ensemble as well. Clothing is regularly mended until worn out. 
Materials. Processes, and Equipment 
A variety of new and established fibers, processes, and equipment have been integrated 
in the production of contemporary dress and textiles in Guatemala. Fibers include mainly 
cotton, wool, silk, acrylic, and metals. Yarns and dyes are commercially produced and 
purchased. Both backstrap and foot looms are employed in textile production. 
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Cotton. Cotton is native to Guatemala in both natural and tawny brown varieties 
(Altman & West, 1992; Deuss, 1981; O'Neaie, 1945; Osborne, 1935,1965; Schevill. 1985). 
Original native cotton strains in Guatemala were low quality until new higher quality strains 
were introduced from China by the Spanish (Osborne, 1945). Cotton was an important item 
required for tribute to the Spanish during the colonial period. 
Today cotton is grown both domestically and imported from the United States, 
England, Nicaragua, and Germany (Schevill, 1985). Cotton production can not keep up with 
population growth in the country and its corresponding high production demand. The vast 
majority of cotton fiber is machine spun into yams (Deuss, 1981; Sperlich & Sperlich, 1980). 
Commercially spun yarns have been produced in Guatemala since the 1880s when a large 
factory, Cantel, was established in the western highlands near Quezaltenango (Schevill, 1985). 
Commercial yarns are usually two or more plies and loosely twisted. High quality commercial 
yarns are also produced that are finer and more highly twisted. Artisans have been known to 
either respin or combinc hand-spun and machine spun yarns to form stronger yarns. 
However, these methods have largely disappeared today. 
Wool. Wool was introduced into Guatemala in the 16th century by the Spanish 
(Schevill, 1985). Used more in the highlands, wool was incorporated into men's apparel and 
household items such as blankets. Natural wool colors exist that include white, gray, black, 
and brown, in addition to dyed colors. Wool is usually hand-spun and spinning wheels are 
often used, rather than a spindle. The highland community of Momostenango is well known 
as a wool production center in Guatemala. 
Silk. Silk is also a Spanish import, although accounts indicate that silk-like fibers 
from caterpillars and spiders were available prior to the coming of the Spaniards (Deuss, 1981; 
Osborne, 1965). Presently, silk is imported from both China and Japan and is very costly. In 
fact, rayon is regularly substituted for silk and is commonly referred to as seda, the Spanish 
term for silk (Deuss; 1981; Moreno, field notes, 1994). Silk yarns can be used untwisted for 
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embroidery and brocading of patterns. Usually, silk serves as embellishment of apparel and 
textile objects, rather than being woven into a complete product. 
Acrvlic and metallic fibers. Synthetic fibers like acrylic are widely woven into 
garments (Deuss, 1981; Sperlich & Sperlich, 1980). Acrylic is presently being manufactured 
in Guatemala. Indians use acrylic yarns for their weavings because the cost is relatively low, 
bright colors do not fade, and as a less expensive replacement wool fibers (Schevill, 1985). 
Metallic yarns, such as Lurex^ are interspersed with other fibers (e.g., cotton; Fisher, 1984). 
The brilliant shine of the metallic fibers is regularly incorporated into ikat skirts. 
Dyeing. Natural dyestuffs were commonly used throughout Guatemala until the late 
19th century. The Maya were well known for their colorful garb. Dyes, produced from 
cochineal (insects), shellfish, trees, fiowers, plants, and fruit created natural reds, oranges, 
greens, purples, blues, and browns. Chemical dyes were introduced into Guatemala in the late 
1800s after their development in 1856 (Fox & Pierce, 1990), gradually replacing natural dyes 
and home dyeing. Presently, most yam dyeing takes place commercially. An exception exists 
with ikat yarns, which are hand tied and dyed using a resist method. Hanks of yarn are tied 
with string at precise intervals, then immersed in a dye bath. After the dyed yarns are allowed 
to dry, the strings are removed, creating white spaces where they were tied. When warped on 
the loom, the white intervals are adjusted to create figures such as miinecas, human figures. 
Ikat yarns are widely produced for skirts and shawls worn by many Indian women. 
Indian dress is distinguished by a predominant use of highly saturated reds, yellows, 
black, white, blues, and purples (Altman & West, 1992; O.sborne, 1965). Within each village 
there is a precise use of color combinations and placement of colors that is distinctive to its 
traje. 
Tools and equipment. Weaving is accomplished using primarily two types of looms. 
The first loom is the backstrap loom. It is also called a hipstrap or stick loom and telar de 
Lurex is a trademark of the Metal Film Company, a subsidiary of Rockwood Industries. 
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palitos or telarde cintci in Spanish (Altman & West, 1992; Deuss, 1981; Schevill, 1985), The 
simple mechanism consists of five necessary sticks and a strap (Altman & West, 1992). 
Backstrap looms are inexpensive and portable. Looms are often highly prized and handed 
down from one generation to another (Osborne, 1965). Through use, the sticks become very 
smooth and beautiful. Backstap weaving is considered women's work and young girls learn to 
weave at about eight years of age. Girls are usually taught to weave by their female relatives 
(Altman & West, 1992). 
Backstrap looms are mainly employed to make huipiles and small items such as utility 
cloths, belts, sashes, and hair ribbons. Loom size varies according to the textile item being 
produced and local customs; however, loom size is limited to an arm's width because of the 
manual passing of the shuttle from one selvage to another. Backstrap woven items are unique 
in that they can be finished on all four edges if so desired (Altman & West, 1992; Schevill, 
1993). 
The second form of commonly used loom is the foot or treadle loom. This loom was 
introduced by the Spaniards to Guatemala in the 17th century (Altman & West, 1992; Duess, 
1981; O'Neale, 1945; Osborne, 1935, 1965; Sperlich & Sperlich, 1980). During the colonial 
period, textile producing factories were established with men operating the foot looms. One 
individual, Don Francisco Andorraegui, was famous for establishing textile workshops in 
Antigua where great quantities of yardage were woven (Osborne, 1965). Indeed, by 1795, 
1,000 foot looms were in operation in Guatemala. Sometimes clergy instructed Indians in the 
use of the foot loom. Societies like the Sociedad Economica de Amigo de Guatemala (Society 
of Economic Friends of Guatemala) promoted textile production with contests and prizes 
(Osborne, 1965). After the colonial period, textile production continued to be fostered by the 
same society. 
Contemporary foot looms vaiy little from their antecedents. Looms range in size and 
many have multiple harnesses. This loom type is advantageous over a backstrap loom because 
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production is faster and fabrics can be woven wider and longer than on the backstrap loom. 
Presently, both Ladinos and Indians weave for a living using foot looms. They are often 
located in weaving centers, such as Salcaja and Totonicapan (Altman & West, 1992). 
Weaving and Embellishment Techniques 
Through hand weaving, a vast array of weave types are produced. Textile weaves 
include plain, gauze, corded plain, canvas, basket, twill, tapestry, crepe textures, brocade, and 
looped weaves (Altman & West, 1992; Deuss, 1981; Schevill, 1993; Wood & Osborne, 
1966). Brocade techniques are accomplished by insertion of supplementary weft yarns. 
Yarns, under which the extra weft is passed, are picked up with either a narrow stick, bone, or 
by the weaver's fingers. This technique is also referred to as pepenado or fingerweaving 
(Osborne, 1965). Brocaded fabrics can be either double or single-faced. 
Embroidery and applique techniques are also employed by textile artisans (Altman & 
West, 1992; Schevill, 1993; Wood & Osborne, 1966). Colonial accounts indicate the early 
existence of embroidery techniques in Guatemala (Schevill, 1993). Frequently embroidery is 
accomplished with cotton or silk yarns. Small pieces of fabric may be applied as well. 
Presently, artisans employ both hand and machine embroidery methods. Additionally, braid 
and other commercial trimmings, such as ribbon, adorn apparel. 
Designs and Symbols 
Designs used by textile artisans include stripes, geometric-abstracts, flora, fauna, 
natural phenomena, and human figures (Altman & West, 1992; Deuss, 1981; O'Neale, 1945, 
Osborne, 1935, 1965; Schevill, 1985). Many designs, thought to hold meaning mainly for 
Indian artisans, are incorporated into ceremonial costume (Fisher, 1984). Motifs are believed 
to reveal ancient symbolism or Spanish influence, relate to fertility, or contain covert meaning. 
Indian designs may have originated as symbols of clan, class, occupation, and status. 
Scholars note that, "Most designs reveal that they have been strongly influenced by pressures 
from outside during centuries of the conquest" (O'Neale, 1945, p. 87). European designs 
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were incorporated into textiles, sometimes with variant meanings, different for Indians and 
Europeans (Fisher, 1984). For example, a double-headed eagle and a cross held different 
meanings for Indians and Europeans during the colonial period. Moreover, textile designs 
have been subject to change to satisfy new demands for trade. For example, as early as the 
1930s, traveling merchants venturing to remote Guatemalan villages desired new colors and 
patterns from indigenous artisans (O'Neale, 1945). 
Distinctive designs exist within each village's textiles (Altman & West, 1992; Fisher, 
1984). Additionally, there is a tradition for placement of a design within a textile object 
(Moreno, field notes, 1994). Designs are sometimes altered slightly due to the desire of a 
particulai- artisan to leave a "signature" or because of the Indian superstition that perfect items 
are made only by Gods (Osborne, 1965; Cerny, 1984). 
Contemporarv Dress 
Female dress. Women's traje consists of forms similar to those of preconquest Maya 
dress (Altman & West, 1992). Dress includes the huipil, skirt (corte), belt (faja), hair ties and 
hair wraps {cintas), utility cloths (tzute, servilleta), apron, and shawl {perraje, rebozo) (Altman 
&. West, 1992; Asturias de Barrios, 1985; Deuss, 1981; Fisher, 1984; Rowe, 1981; Schevill, 
1985, 1993; Wood & Osborne, 1980). More than any other garment, a huipil represents 
Guatemalan Indian culture just as a Sari symbolizes Indian culture, and molas represent the 
Kuna (Moreno, field notes, 1994; Tice, 1995). Two types of huipiles exist, daily and 
ceremonial. Ceremonial huipiles are usually more decorative and may have predefined 
characteristics such as color and designs that have been incorporated. They are worn for 
weddings, christenings, holy days, fiestas, mourning"', burial, and religious membership 
(cofradia). Huipiles are made from two or three rectangles sewn together with an opening left 
for the head and arms. Some huipiles have separate sleeves. 
^ It is appropriate for Indians in mourning to wear elaborately decorated huipiles that may incorporate prescribed 
colors, such as the mourning huipiles (huipiles de luto) I saw in San Antonio Aguas Calientes that had purple, 
blue, and black brocaded designs on a white ground cloth. 
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Skirts include the tightly wrapped tube, single panel wrapped, and full, gathered styles 
(Altman & West, 1992). Skirt yardage is frequently made of indigo colored cotton, yellow 
rayon (San Marcos), red colored cotton, and ikat fabric woven in commercial centers. Most 
skirt yardage is woven on a foot loom; however, in a few highland villages, such as San Juan 
Ati'tan women continue to make skirt lengths using the backstrap loom (Altman & West, 1992; 
Moreno, field notes, 1994). 
Belts may be woven locally or more likely are purchased from commercial belt weavers 
who sell to indigenous people throughout Guatemala and Mexico. Belts are produced in 
varying widths and lengths depending on the village, and the age and social status of the 
wearer. Belts are usually long narrow sashes that are wrapped and tucked around the top of 
tlie skirt (Altman & West; 1992; Moreno, field notes, 1994). Fajas, as they are called, are an 
integral component of an Indian woman's dress, serving to secure her skirt, support her figure, 
and provide a medium for decorative embellishment. 
As with other garments, headwear varies by village. Hair braids are often intricately 
wrapped with long hair ribbons that have complex designs. Many variations exist and scholars 
have identified similar styles worn during the Maya civilization and in contemporary Spanish 
peasant societies (Altman & West, 1992). Tzutes and servilletas sei-ve as utility cloths to wear 
on one's head for shade, to carry a baby, or to use for tortillas. Aprons appear to be a newer 
addition to women's dress, whereas shawls have been in use for many years. The Guatemalan 
form of shawl, perraje is shorter than the Spanish version, rebozo and is worn as a shade 
covering, over one's shoulder, wrapped around the body for warmth, and used to carry 
bundles or young children. 
Male dress. Men's traje is worn less and less by Indian men in the mid 1990s. In 
most villages men have adopted Western dress and have discarded their indigenous costumes. 
The majority of traje forms were inspired from European dress during the colonial era (Altman 
& West, 1992). Men involved in ceremonies (e.g., cofradias) maintain many or all traje 
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elements. Men's traje consists of shirt (camisci), trousers (pantalones), overtrousers 
{sohrepcmlalones), belt or sash {cincho, bcmda, cinturon), European-styled jacket {saca, 
chciqueta), utility cloths (tzute, servilleta), overgarment {capixay, coton), hipcloth {j)onchito, 
roclillera), bag (holsa, morral), hat (sombrero), and sandals {caites) (Altman & West, 1992; 
Asturias de Barrios, 1985; Deuss, 1981; Fisher, 1984; Rowe, 1981; Schevill, 1985, 1993; 
Wood & Osborne, 1966). Each village requires its own combination of elements and not ail 
items are worn in every village. 
The sash and tzutes worn by men are virtually the only surviving forms of clothing 
without Spanish influence. Sashes are worn long and wrapped several times around the body. 
As with women, men employ utility cloths for a variety of functions. They are worn as head 
covers, slung over their shoulders, worn as neck shields from the sun, or used to carry 
objects. 
All other forms of men's traje were introduced by the Spaniards. Shirts usually have 
long sleeves (with or without cuffs) and collars and are put on over the head. European-styled 
jackets that open down the front are made from solid or striped wool and are often trimmed 
with braid. Trousers are made of four rectangles that have been sewn together and possibly 
gusseted. They are held up with a belt and can be highly decorated with embroidery, such as 
those worn by the men in Santiago Atitlan. Overtrousers are worn on top of trousers and are 
split in the front or sides to reveal the trousers worn underneath. Overtrousers are only worn 
in a few villages and are mainly reserved for ceremonial wear. 
Bags are produced and carried by men. Bags are crocheted, knitted, or woven and 
frequently display intricate designs that are integral to the bag. The capixay is an over garment 
slipped over the head, whereas the hip cloth is wrapped around the body and may be worn 
over pants. The hip cloth may also consist of a front and back panel that is held in place with a 
sash. Both capixay and hip cloth are usually made of wool fibers. Neither is much worn 
today. 
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Children's clothing is similar to that of adults. Young girls wear huipiles, skirts, and 
sashes, whereas little boys wears shirts, trousers and belts. Infants frequently wear a 
beautifully brocaded cap, called a gorrci. Other woven textiles include tzutes for both home and 
religious uses, woolen blankets, and rugs. 
Modification of Dress 
Dress in Guatemala has undergone innumerable modifications through time (Deuss, 
1981, Schevill, 1985, 1993). Some of the most salient influences have resulted from 
European contact during the colonial era; religious movements; discrimination; civil war; 
economic need; commercialization; new materials; foreign designs, functions and demand; and 
increased tourism (Altman & West, 1992; Deuss, 1981; Schevill, 1985; Wood & Osborne, 
1966). European contact introduced new materials, technology, forms, designs, and functions 
to woven products (Anawalt, 1984). Many introductions have what Anawalt calls "humble" 
beginnings from Spaniards who did not belong to the upper classes (Altman & West, 1992; 
Anawalt, 1984). Religious groups in Guatemala, such as Evangelists have encouraged the 
abandonment of traje. Indians have also discarded traje because of discrimination toward 
them, inability to pay for the cost of materials, and, during the height of the civil war, 
identification by the military with a particular village (Altman & West, 1992; Deuss, 1981). In 
addition, commercialization has effected much change in traje, making factory-produced 
apparel items less expensive to purchase than handwoven clothing. 
The commercialization of products has also affected textile objects. Schevill indicates 
that change has been a result of "pressures exerted by entrepreneurs, patrons, cooperatives, 
and tourists" (1985, p. 3). Inherent meaning has been lost in designs. Items such as women's 
blouses with neckline embroidery are produced in large quantities. These blouses appear the 
same, in contrast to the uniqueness of each textile item before commercialization. New 
materials like acrylic and metallic fibers introduce novel aesthetics to apparel such as the 
brilliant sparkle of ikat cortes interspersed with metallic fibers. Outside forms such as gored 
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skirts, vests, dress shirts, placemats, and passport bags are desired by consumers. 
Additionally, not only are Indian artisans weaving commercially, but so ai'e Ladinos who 
previously did not have a heritage of weaving. 
Internal change has also influenced modification in native costume. In many instances 
personal preference has replaced custom in dictating precise costume features. Infrastructure 
has improved in Guatemala, allowing access to once remote villages. Increased interest in 
designs, patterns, and techniques of neighboring villages has fostered change. In the past, 
little exchange of village-specific elements occurred (Fisher, 1984; Wood & Osborne, 1966). 
Modern ideas have influenced daily activities. For example, televisions are common in once 
remote villages. Additionally, indigenous people must balance a variety of new and continuing 
activities. Artisans who weave traje for other Indians and also do commercial production 
provide a source of acquiring traje without individuals having to produce it themselves (Deuss, 
1980). 
Geography also affects change in dress (Altman & West, 1992). Areas that are more 
accessible than others are exposed to increased trade, communication, and settlement by 
newcomers. The completion of the Pan American Highway fostered increased access to 
Guatemala. Large trade and tourist centers such as Quezaltenango or Antigua grew to 
accommodate new demands. Consequently, increased contact with outsiders promoted faster 
change in dress in these areas of the country. 
Historically, Guatemala has experienced change through contact with outsiders (Altman 
& West, 1992). Rather than reject fresh ideas, indigenous people have embraced external 
input; "Maya have a propensity to accept new ideas in a non-exclusive, cumulative way" 
(Altman & West, 1992, p. 31). Indigenous peoples have accepted external elements adding 
them to their reservoir or repertoire of possibilities (Niessen, 1990; Rowe, 1981; Schevill, 
1985). Barbara Tedlock says that Quiche believe they "didn't need to resist innovations but 
they should be added to older things rather than replace them" (Tedlock in Altman & West, 
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1992, p. 31). This idea of modifying pre-existing clothing without discarding previous forms 
is reflected in Barber's work about prehistoric peoples (1994). Rather than discarding old 
clothing forms for new ones, once a workable form had evolved in a particular econiche, early 
peoples tended to modify their clothing adding new ideas in a similar "cumulative" manner as 
the Maya. 
Trade Textiles in Guatemala 
Internal trade. Textile producers in Guatemala have produced textiles for trade 
throughout much of their history. In both Mayan and contemporary times, textile products 
have been sold throughout Central America and Mexico to other Indians (Osborne, 1965; 
Schevill, 1993). Traveling merchants traded a variety of textile products. Moreover, internal 
trade (i.e., with other Indians) within Guatemala has continued. 
Demands upon women to perform a broadening range of activities has affected 
household textile production (Osborne, 1965). Also, all women do not weave (Altman & 
West, 1992; O'Neale, 1945). Within an area, female weavers take orders and weave for local 
customers (Sperlich & Sperlich, 1980). Weavers may also consign merchandise to a merchant 
or sell textiles in a local or regional market (Sperlich & Sperlich, 1980). 
Trade centers focusing on textile production have also developed, such as those located 
in the towns of Salcaja, Totonicapan, and Momostenango (Fisher, 1984). Increased trade has 
fostered modernization of production. A vast majority of textile products such as skirt lengths, 
blankets, and yardage are produced on foot looms in these centers. Often, trade textiles do not 
follow customary use of designs and symbols and alter traditional placements of design motifs. 
Moreover, the highest quality textile products are not produced for sale, but are made for 
oneself or one's family. 
Trade with Ladinos and tourists. Items oriented towards external consumers were 
discovered in the 1930s by O'Neale in numerous weaving villages, such as Chichicastenango, 
Totonicapan, Huehuetenango, Momostenango, San Pedro Sacatepequez, Quezaltenango, and 
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Olintepeque (1945). Early externally-oriented textile products included placemats, cocktail and 
table napkins, tablecovers, pillow covers, blankets, aprons, yardage, scarves, and 
cut-and-sewn clothing in small quantities. The majority of products were household textiles 
and yardage. Only a few of each item were available from each artisan. Some were found in 
markets, whereas others were located in small shops. O'Neale noted that a few items, such as 
scarves were made for Ladino consumers; however, the remainder were made for foreigners 
visiting Guatemala. 
Another incident reported by O'Neale in the 1930s was the discovery of a new direction 
of novelty blankets being produced in Momostenango (1945). New figured wool blankets had 
recently been introduced into the market and were targeted towards tourists. Called doll 
{mimeca) blankets, they were full-sized blankets that incorporated basket, kilim, and 
interlocking techniques. Figures included motifs such as people, deer, and birds, in contrast to 
commonly available striped or plaid blankets. The doll blankets were produced by a small 
group of male weavers and represented a range of expert to low-quality weaving. One of the 
most interesting findings was the secrecy that surrounded the production of these blankets. 
O'Neale described her attempts to learn more about the production of the figured blankets. 
But for several reasons it was not easy to collect information concerning the doll 
blankets. Few families were engaged in 1936 in this branch of the industry, 
and few weavers admitted to knowing anything about it. Perhaps strangest of 
all, was the obvious attempt at concealment as to exactly where the makers lived 
and what weaving methods they used. Secrecy as to methods, although 
recognized as fact by the more cooperative informants, seemed illogical, even to 
them, since whatever difficulties there were in making a doll blanket could, with 
persistence, be overcome by any good weaver who could get a specimen to 
copy. (p. 234) 
Weavers preferred to sell figured blankets to tourists, especially those in the capital who paid 
$20 to $25 apiece. In contrast, local prices ranged from $5 to $15. 
Tourist consumption continued to grow in Guatemala. During O'Neale's study, textile 
production was primarily oriented towards internal consumption by indigenous people. 
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However, the beginnings of novel products and a commercial industry were evident in the 
1930s. Additionally, during this period the Guatemalan government was already courting 
tourists (Rubio, 1937) and producers in San Pedro Sacatepequez were actively offering items 
for sale in the capital through shops and department stores (O'Neale, 1945). Items were sold 
to travelers who had little or no knowledge about Guatemalan textiles. Those beginnings 
fostered a continued growth in production for external consumption to tourists, out of country 
consumers, and a smaller number of Ladinos. 
Presently, scholars note that tourists desire to purchase textile products as souvenirs 
(Sperlich & Sperlich, 1980). Additionally, items, such as shawls, that translate easily from 
Indian to Western culture are sought after by travelers (Altman & West, 1992). The town of 
Antigua serves as point of contact between textile producers and travelers where artisans seek 
to sell their textile products. For example, the women of nearby San Antonio Aguas Calientes 
weave textile products for both their community and for the tourist trade (Altman & West, 
1992; Annis, 1987). Not only are direct purchases made from artisans, but many tourists 
purchase textile products from local merchants as well (Sperlich & Sperlich, 1980). 
Global Craft Production 
Crafts are produced world-wide from materials such as metals, wood, stone, fibers, or 
soil (Pye, 1988). Typical crafts include, but are not limited to, baskets, potteiy, jewelry, 
wooden items, and textiles. Textile crafts are items produced by hand techniques, such as 
spinning, weaving, dyeing, printing, knitting, crocheting, sewing, embroidery, or other 
surface embellishment techniques (Littrell, 1990). 
Factors Influencing Production 
In developing countries, crafts are produced for aesthetic, cultural, political, and 
economic reasons, but it is the economic motive that mainly fuels production in contemporaiy 
.societies (Cohen, 1992; Herald, 1992). 
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Culture. Culturally, crafts are created for Important occasions such as marriages or 
religious festivals (Herald. 1992). But, most importantly, crafts are immeshed in the daily 
lives of individuals, such as the costume worn by Guatemala Indians; baskets made and used 
by Indian artisans; and clay pots used by the women of Amatenango del Valle, Chiapas, 
Mexico (Herald, 1992; Nash, 1993b). 
Politics. Craft production is often promoted by government leaders or agencies as a 
means of encouraging ethnic identity (Nash, 1993a; Steiner, 1992); a source of foreign 
exchange (Pye, 1986); a method of reducing migration to urban areas where there are few 
work opportunities (Herald, 1992; Schneider, 1987; Tadmore, 1984); and a means for 
supplementing or replacing agricultural income (Pye, 1986, 1988; Steiner, 1992). For 
instance, after crop failures in the late 1980s in the Ivory Coast, government leaders began 
promoting the sale of masks, which was a reversal from earlier policy (Steiner, 1992). Craft 
production is also encouraged to preserve or maintain craft traditions (Goff, 1994; Healy & 
Zorn, 1994; Jirousek, 1992). As an example, the Jamaican government has encouraged craft 
production to appeal to tourism, to revive fast-disappearing cultural traditions and processes, 
and to create jobs that do not require large amounts of foreign investment (Jirousek, 1992). 
World lending institutions, like the World Bank, also fund craft projects. For instance, the 
Nepalese government, with funding from the World Bank, sponsored a program that covers 
costs involved in finding new material supplies for craft production. 
Although craft production is often politically motivated, politics can also adversely 
affect craft production (Anderson, 1983; Ehlers, 1987). The long civil war, especially in the 
early 1980s in Guatemala has had substantial effects on textile production that have included 
decreased tourism; increased material costs; diminished numbers and destruction of craft 
cooperatives; the death of many weavers; dislocated village inhabitants; and an increased 
number of refugee weavers fleeing to Mexico. 
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Economics. Economically, craft production has the potential to aid developing 
countries with problems that have arisen from increased national debt, lower commodity 
prices, and explosive population growth. These economic challenges have resulted in less land 
and food available for subsistence farming; migration to urban areas for work by the poor; and 
increasing numbers of persons involved in informal sector employment that includes craft 
production (Herald, 1992). Craft production is a viable option because it meshes well with 
agricultural cycles (Herald, 1992; Nash, 1993a) and household duties for women (Herald, 
1992); is not tied to land ownership; and requires low investment in technology and materials 
(Nash, 1993a; Popelka, 1989). Additionally, craft production usually requires local materials 
and can free producers from migratory agricultural work (Ehlers, 1993; Jirousek, 1992; Nash, 
1993a). 
Besides government agencies, national and international nonprofit organizations and 
craft cooperatives also encourage craft production (Tadmore, 1984). Alternative trade 
organizations (ATO) such as Pueblo to People or Market Place: Handwork of India have been 
concerned with artisans receiving a fair return on their products. Alternative trade 
organizations have also been involved in product development and growth of artisans' business 
skills (Herald, 1992). In San Cristobal de Las Casas, Chiapas, Mexico, Sna Jolobil, a large 
weaving cooperative, has gained international recognition for its members because of their high 
quality textiles, traditional forms, and return to past techniques (Morris, 1991). 
Consumer Demand for Crafts 
Consumers are increasingly traveling to developing countries (Nash, 1993a). 
Consumers from industrialized countries seek unique and exotic handcrafts as a means of 
distinguishing themselves from others in an ever increasing manufactured environment 
(Littrell, 1990; Nash, 1993a). Both tourists and importers seek hand-made products; one of 
the most salient characteristics of the object is the value of the human labor (Littrell, 1990; 
Nash, 1993a; Stephen, 1992). Crafts are also purchased by local consumers such as 
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expatriates and embassy personnel (Moreno, field notes, 1994; Tice, 1995). At times, crafts 
may be embraced by local nonartisan citizenry because of fashion trends, for gifts, or to 
represent the essence of their country (Tice, 1995). Consumers of textile crafts assign a host 
of meanings to the craft objects they purchase. Littrell (1990) found that tourist consumers 
valued textile objects because of their strong associations with the acquisition process; the 
meaning derived from "authentic" products; the associations of the product with memories of a 
unique or special trip; the meaning related to the aesthetic pleasure experienced by the inherent 
beauty of an object; and the pleasure derived from apparel objects that reflected the individuality 
of the consumer. 
Desire for craft products creates increased commercialization and commoditization of 
objects (Nash, 1993a). Not only does the product become commoditized, so does the culture 
of the indigenous artisan (Nash, 1993a, Stephen, 1991a). Commoditization of craft items 
influences the refashioning of products into new forms that meet the world view of the 
consumer (Schneider, 1987; Tice, 1995). In fact, in the case of Swazi artisans, new art forms 
are shaped in terms of what the Swazi believe is desirable by the tourist (Harrison, 1992c). 
Marketing Crafts 
Forms of marketing. Craft marketing can take many forms. Cohen distinguishes 
among direct and indirect types of purchasing for ethnic crafts (1992). Direct marketing 
includes direct purchase of a product from an artisan in a workshop or shop, a market, street or 
hotel lobby. Indirect marketing encompasses purchase from local markets and stores in the 
country in which item is produced; purchase from centrally located tourist shops and galleries 
in the producer's country; and purchases from shops, art galleries, craft shops, and department 
stores in the consumer's country. All three indirect marketing methods require intermediaries 
in the marketing process. Cohen also notes that sometimes indirect sales occur through 
sponsorship by outsiders, such as traders, shopkeepers (in another country), and missionaries. 
As marketing develops, large "institutional agencies" often take over from outside sponsors 
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controlling production and product development and expanding potential markets. These 
institutional agencies include museum shops, nongovernmental organizations (NGOs; e.g., 
alternative trade organizations such as SelfHelp); government agencies (e.g., FONART in 
Mexico), and commercial businesses (e.g.. Pier 1 Imports in the United States). Noted growth 
in marketing has occurred in the past few decades by wholesalers, exporters, and importers of 
craft products (Cohen, 1992; Moreno, field notes, 1994). 
Culture brokers. Craft artisans in developing countries increasingly interact with 
individuals who assist in marketing their products to tourists and foreign consumers. Called 
agents (Nash, 1993a), coyotes (Stromberg-Pellizzi, 1993), intermediaries (Cohen, 1992; 
Nash, 1993a), mediators (Baizerman, 1987a, 1987b), or culture brokers (Stromberg-Pellizzi, 
1993), these individuals are important links in the production and sale of craft products. 
Feedback from these intermediaries can affect artisans' production both positively or negatively 
(Nash, 1993a). 
Intermediaries who promote quality in craft products can educate consumers about craft 
products and encourage artisan skill development (Nash, 1993a). These individuals can also 
affect the revival of lost techniques. For example, in San Cristobal de Las Casas, Mexico 
culturally sensitive agents have influenced the revitalization of lost weaving and dyeing 
techniques for members of a weaving cooperative, Sna Jolobil (Nash, 1993a). However, 
intermediaries can also have negative effects such as dominating a market or diverting a large 
percentage of craft sales earnings from the artisans to themselves (Cook, 1993; Eber & 
Rosenbaum, 1993; Nash, 1993a; Stromberg-Pellizzi, 1993; Tice, 1995). 
Some scholars attribute the concept of a culture broker to the 20th century 
anthropologist, Eric Wolf (1956). Wolf writes that. 
The study of these "brokers" will prove increasingly rewarding, as 
anthropologists shift their attention from the internal organization of 
communities to the manner of their integration into larger systems. For they 
stand guard over the crucial junctures or synapses of relationships which 
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connect the local system to the larger whole....The position of these "brokers" 
is an "exposed" one, since, Janus-like, they face in two directions at once, they 
must serve some of the interests of groups operating on both the community 
and the national level, and they must cope with the conflicts raised by the 
collision of these interests. They cannot settle them since by doing so they 
would abolish their own usefulness to others. Thus they often act as buffers 
between groups, maintaining the tensions which provide the dynamic of their 
actions (p. 1076). 
Wolf focuses upon these interaction agents and their role in the larger system. It is apparent 
that a broker's role is a changing one, depending upon the need of the group and the interests 
that the broker is addressing. The interaction is dependent upon cultural mechanisms like 
communication. There is also an implied effect in the interaction based upon the personal 
stakes of the broker. 
Dennis defines a culture broker as, "Someone competent in two cultures and languages, 
who can relate two different groups to each other" (1994). In his role as a director for a study 
abroad program in Costa Rica, brokering involved mediating between two groups who had 
similar objectives. The culture broker role can be difficult at times because of the need of the 
mediator to satisfy both groups, that of the residents of the host country and the American 
students for whom he was responsible. Equally trying was the maintenance of one's own 
values and simultaneously, understanding the values of others. A negative aspect of culture 
brokering is when a culture broker acts as a "gatekeeper" controlling group access to one 
another. 
Other researchers have found the culture brokering role to differ depending upon the 
culture of the mediator and the responsibilities required of a particular job (Kaufer & Koolage, 
1984). Native Canadian medical interpreters not only functioned as culture brokers, but served 
as language translators and patient advocates. As culture brokers, these individuals brokered 
native beliefs to medical personnel and mediated biomedical information to native patients. At 
times, role conflicts existed when there was a need to translate concepts so that they were 
understandable in a different cultural context. 
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Tourism 
According to some scholars, the tourism industry has grown into the largest business 
and employer in the world (Boniface & Fowler, 1993; Mieczkowski, 1990; Naisbitt, 1994). 
Tourism can be viewed as a form of modernization where capital is transferred from developed 
to less developed countries (Harrison, 1992b). In the past, tourism was a privilege of the 
upper classes, but now all social classes enjoy travel opportunities (Naisbitt, 1994). From 
1950 to 1989, Central and South America have seen a slow rise in the number of tourist 
arrivals. Guatemala has experienced a recent rise in tourism. The recovering tourism industry, 
which had dropped sharply in the late 1970s and early 1980s due to civil conflict, is indicative 
of the relative peace in Guatemala (Anderson, 1983; Naisbitt, 1994). Presently, tourists to 
Guatemala originate primarily from the United States and Canada (26%), Europe (15%), and 
other Latin American countries (56%) (Chant, 1992). Visitors to Guatemala in 1988 numbered 
405,000 persons (Chant, 1992). 
Tourism can have both negative and positive effects on a host country. For some, 
tourism reflects a "sort of neo-colonialism" as external forces have influence on host countries 
(Boniface & Fowler, 1993, p. 19). Expenditures by tourists tend to cluster around pedestrian 
traffic areas and attractions, as are the services and businesses that cater to them. Hotels, 
restaurants, retail establishments, and transportation are businesses directly affected by 
tourism. Since the 1970s, concern has grown about the increasing commoditization of culture 
through tourism (Boniface & Fowler, 1993). Graburn believes that indigenous people within 
the boundaries of a particular country are people of the "fourth world" and are targets for ethnic 
tourism (1976). Ethnic tourism fosters the growth of a three-part model involving tourees 
(local indigenous peoples), middlepersons (individuals who bring tourees and tourists 
together), and tourists (tourists interested in the "otherness" of indigenous peoples) (van den 
Berghe, 1994). Tourism can also be described as a result of modernity, where a society has 
become increasingly homogenized. Decreased individuality, stability, and genuineness cause 
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individuals to seek the opposite. Satisfaction is derived from contact with the non-
industrialized or indigenous peoples (MacConnell, 1976). However, tourism itself may 
decrease cultural authenticity (van den Bergh, 1994). Some positive effects of tourism are 
increased employment and foreign exchange and the potential for the revival of lost arts. 
Increased tourism within a country may foster the growth of new business classes 
whose entrepreneurial ventures have been successful. In Antigua, growth in tourism is 
presently on the rise after its previous decline in the 1970s and 1980s (Moreno, field notes, 
1994). As recently as the 1950s, tourism and its corresponding services and businesses were 
virtually nonexistent in Antigua as evidenced by the absence of shops and tourist traffic in this 
1950s photograph of two main streets in Antigua taken by a local photographer (Figure 2.1; 
Moreno, field notes, 1994). Presently, Antigua serves as a tourist center filled with historic 
attractions and tourist-related businesses and services (Brosnahan, 1991). 
In summary, the concept of tradition is a complex phenomenon whose appropriation 
and use has been transformed though history. Tradition has been used as a means of 
describing new phenomena such as modernity, supporting new regimes, or substantiating 
newly found independence. Similar manifestations of tradition exist in textile scholarship. 
Textile traditions have been discussed related to the tradition-versus-modernity dichotomy; as a 
reservoir of cultural elements; as an inventive process; and as an exported concept. 
The country of Guatemala, which serves as the focus of this study, is diverse not only 
in its geography, but also in its makeup of largely indigenous and Ladino citizenry. These two 
social groups have interacted since Spanish arrivals in the 16th century. Historically, 
Guatemala has been substantially affected by external forces, such as Spain and the United 
States, and by internal elements, such as natural disasters and civil war. 
Production of unique textiles has occurred throughout Guatemalan history. Much is 
known about dress from the many depictions and artifacts attributed to the Maya. Colonial 
Figure 2.1 Antigua in the 1950s 
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contact had substantial influence on native costumes. Through time, male costumc has 
reflected change from indigenous to commercially produced forms of apparel, while hand-
woven female indigenous dress has been maintained. 
Artisans employ a wide range of materials, equipment, techniques, and decorative 
elements in their costumes. Craft production includes a variety of materials and processes and 
is influenced by culture, politics, economics, and tourism demand. Textile production that was 
once internally-generated and used has turned towards commercialization and a focus on 
external consumers. Textiles themselves have been traded throughout histoiy in Guatemala; 
however, new forms of trade are taking place, one of which occurs through retailers located in 
tourist centers. Trade oriented towards Ladinos and tourists has been in existence since the 
early 20th century. Culture brokers serve as intermediaries between artisan and consumers, 
not only facilitating communication, but also having substantial affects on the process. 
Tourism has become the largest global industry and can have both positive and negative 
effects on host countries. Guatemala has experienced both a fall and rise of tourism in the past 
few decades due to internal strife; however, tourism is on the rise and tourist centers such as 
Antigua, attract large numbers of travelers. 
The scope of this literature review provides a context for exploring textile production in 
Guatemala. The historical review of Guatemala and Guatemalan dress and textile development 
expands understanding about the internal and external forces that influence textile activity. 
Additionally, Horner's (1990), Baizerman's (1987a, 1987b), and Niessen's (1990, 1994b) 
re.search serve as the foundation for this study. Their concepts, models, and frameworks about 
tradition were the basis of the development of tradition questions contained within the interview 
schedules and served as scholarly work on which to build the grounded theory of this study. 
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CHAPTER THREE: METHODS 
The purposes of this study were to understand how textile retailers in Antigua. 
Guatemala acquire, develop, and produce textile products; to explore the conceptualizations that 
textile retailers have about tradition; to determine how their conceptualizations of tradition 
affects textile products; and to contribute to scholarly models of tradition and a model of a craft 
production and marketing system. Research methods employed in this study included 
interviews, observations, field notes, an ecological traverse, written documents, photos, and 
participant observation. These methods were chosen to facilitate a broad understanding of how 
textile retailers interact in their environments as they make daily decisions about textile 
products. 
Selection of Antigua, Guatemala as a Field Site 
In choosing the site for this research, it was important to select a location that was a 
center for textile production and for retailing to tourists and domestic patrons. Because the 
focus of the study was on local-level tradition, it was important that there was a large 
indigenous population nearby who continued to produce textile products for personal use as 
well as for sale. The number of retailers selling predominantly textile products also influenced 
the choice of sites. My interests in Latin America and ability to speak Spanish largely 
influenced my desire to choose a research site in Mexico or Central America. The two sites 
considered were San Cristobal de Las Casas, Chiapas, Mexico and Antigua, Guatemala. Both 
towns serve as textile centers in their respective ai'eas and attract a large number of tourists who 
often purchase textile products that had been made by local indigenous people. Both sites were 
initially visited as part of a study trip in March 1992; a more extended trip was made to both 
sites in July and August 1993 for the purposes of making a final decision about a future 
research location. 
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San Cristobal 
San Cristobal is located in Chiapas, the southern most state of Mexico. It shares a 
border with Guatemala to the south and with the states of Oaxaca, Veracruz, and Tabasco to the 
north. Indigenous villages surrounding San Cristobal include Zinacantan, San Juan Chamula, 
and Tenejapa among others. The inhabitants of the villages are Indian people who are 
contemporary descendants of the Maya. Many Indians continue to wear dress that has been 
produced using backstrap weaving methods employed since the classical Maya period 
(Schevill, 1985). Moreover, these artisans are also producing many craft products for sale to 
tourists and to collectors for regional, national, and international consumption, San Cristobal 
serves as a tourist center attracting travelers mainly for its ethnic tourism, colonial architecture, 
and craft production. The town has 100,000 inhabitants consisting of both Ladinos and 
Indians and has a host of restaurants, hotels, shops, and services available for travelers (van 
den Berghe, 1994). 
Antigua 
Antigua, one of the old colonial capitals of Central America is also a tourist center. It is 
a town of approximately 28,000 people, composed of mainly foreigners and middle class and 
wealthy Ladinos, with many Indian peoples living in surrounding villages or towns. Visitors 
are attracted to Antigua for its colonial architecture; scenic landscapes; temperate climate; variety 
of hotels and restaurants; ethnic tourism; textiles and other crafts; and close proximity to tourist 
stops further inland. The population of Guatemala is approximately 60 percent indigenous, 
many of whom have a continuing tradition in textile production. Textile products are produced 
for both personal use and for external consumption. Antigua serves as a center for marketing 
textiles directly to tourists or indirectly to shop owners and apparel manufacturers. 
Similarities existed between the two potential sites. Large indigenous populations, 
descendants of the Maya, with long traditions in textile production are common to both. Craft 
products are sold within each town. Both serve as regional tourist centers and are located on or 
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near the Pan-American Highway. Finally, Antigua and San Cristobal .serve as centers for 
marketing of locally produced items (e.g., food, crafts), and have many craft and textile shops, 
as well as other tourist services. Dissimilarities also exist between San Cristobal and Antigua 
as potential research sites. Although the two towns contain many retailers who sell craft or 
textile products, Antigua appears to have a lai'ger number of textile retailers than San Cristobal. 
Additionally, retailers in Antigua are often involved in export of their textile yardage and sewn 
apparel to the United States and other industrialized countries in Europe. Thus, it appears 
Antigua and the surrounding area has greater diversity in textile production and in marketing to 
domestic, international, and export markets than San Cristobal. Finally, the outbreak of civil 
unrest between the Zapatista National Army and the Mexican military in San Cristobal on 
Januaiy 1, 1994, made field work in San Cristobal potentially unsafe and contributed to the 
final choice of Antigua as the research site for this study. 
Preparation For Fieldwork 
Prior to entering the field, I developed both interview and observation schedules to 
facilitate interviews and to ensure comparable data would be collected from all informants. In 
addition, other tools such as a letter of introduction was written and business cards printed 
prior to departure for Antigua. 
Development of Interview and Observation Schedules 
The intent of the short interviews and observations was to provide a basis by which 
differences and similarities among retailer informants and their businesses could be described 
and a purposive sample of informants for the long interviews and observations could be 
identified and drawn. 
Short interview .schedule. Questions in the short interview schedule were developed 
to gain information about textile retailers' general views of Antigua as a tourist center, textile 
products available in Antigua, textile products available in their stores, sales trends, general 
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acquisition of store inventory, interaction with artisans, customer characteristics and buying 
habits, business characteristics and practices, and personal demographic data (see Appendix B 
for an example of the short interview schedule). 
Short observation schedule. The short observation schedule focused upon providing 
additional information that would contribute to delineating textile retailers' shops (see Appendix 
C for an example of the short observation schedule). I noted visual characteristics of the store, 
the type of products available for sale in the shop, and general impressions of textile products 
(e.g., form, color, motifs, palette). 
The name of the business and owner, number of rooms of selling space, and overall 
square footage were included. I used Likert scales to observe and record the ambience, 
displays, and housekeeping of each shop. The three items utilized a 5-point scale that 
represented the following: "very uninteresting, not pleasant" to "very interesting, pleasant" 
(ambience); "poorly composed, very unimpressive" to "nicely composed, very impressive" 
(displays); and "not clean, messy" to "very clean, neat" (housekeeping). The percentage of 
textile products was also estimated and spaces were provided to list any nontextile products that 
were sold in the store. A checklist was included for all textile items available for sale. Blank 
spaces were included for items to be added that may have been left off the list. I also noted 
general observations about textile products, such as impressions of indigenous clothing, sewn 
products, and use of local and modified color palettes, motifs, and forms. 
Long interview schedule. Questions in the long interview schedule were based upon 
the previous short interview questions, scholarly models of traditions proposed by Horner 
(1990), Baizerman's framework for studying tradition in textiles (1987a, 1987b), Niessen's 
research on Tobak textile traditions (1990, 1994b), and other work by craft scholars, such as 
Herald (1992) and Spinola (1992). A number of questions were repeated from the short 
interview questions, but with further elaboration requested during the intensive, long interview 
discussions (see Appendix D for an example of the long interview schedule). Questions in the 
58 
long interview schedule were grouped under the following headings: business history, product 
acquisition, product development, product marketing, and tradition. 
Questions formulated under the heading "tradition" were intended to explore each textile 
retailer's conceptualizations of Horner's (1990) and Niessen's (1990, 1994b) models of 
tradition as a reservoir, as invention, and as a form of selectivity, as well as other ideas about 
tradition that may have emerged in the course of the interview. Questions based on 
Baizerman's (1987a, 1987b) framework of decisions concerning the process of textile 
production were used to guide retailers' descriptions about decisions that are made during the 
production process. 
Besides direct interviewing, two items in the long interview schedule utilized card 
sorting procedures as a means of understanding personal taxonomies. According to Bernard, 
folk taxonomies are a means of describing how individuals "divide up their cultural domain" 
(1988, p. 335). For one item, the informants were given cards that represented textile products 
available in their shop and asked to place the cards into groups that had meaning for them. The 
second card sorting procedure had informants sort Baizerman's decisions about textile 
production and tradition (1987a, 1987b) into groups of decisions, that when changed, affect 
the tradition of a textile product. Card sorting was chosen as one means of collecting data 
because it allowed informants to translate their conceptualizations into possible taxonomies. 
My goal was not to analyze the taxonomies for the dissertation, but rather to glean general ideas 
about how the retailers conceptualized aspects of their businesses. 
Long observation schedule. The long observation schedule was also an extension of 
its shorter version (see Appendix E for an example of the long observation schedule). Major 
components of the long observation schedule included a sketch of the floor layout; advertising, 
customer information, and product knowledge' available to the consumer; store atmosphere 
' Product knowledge included any written information available to consumers about the products for sale in the 
shops 
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and ambience; fixtures and visual merchandising; appraisals of employees; appraisal of 
employees' interactions; and product pricing. 
The short and long interview and observation schedules were submitted to dissertation 
committee members for review prior to entering the field. Suggestions and changes were 
incorporated as recommended. In addition, both were reworked twice while in the field based 
upon the researcher's experiences with the short intei-view and observation schedules and after 
the first long interview and observation had been conducted. Both short and long interview 
schedules was translated into Spanish and reviewed by a local Guatemalan Spanish teacher for 
accuracy. 
Prior to leaving for Guatemala, the proposed study and interview schedules were 
submitted and approved by the Human Subjects Review Committee (HSRC) at Iowa State 
University (see Appendix F for a copy of the Human Subjects consent form). The HSRC 
concluded that informants rights and welfare would be protected by the researcher using a 
modified informed consent; human informants would be assured confidentiality of responses; 
and no risks or discomfort would be associated with their participation in the study. 
Letter of Introduction 
A letter of introduction was written by the department chairperson and major advisor on 
department letterhead introducing the researcher to prospective shop owners and managers and 
other individuals the researcher would interact with during fieldwork (see Appendix G for a 
copy of the letter of introduction). The intent of the letter was to provide an official means of 
introducing the researcher to individuals who, for any number of reasons, might have felt 
uncomfortable providing personal information to someone who was unknown to them. The 
letter provided an official verification of the motive of the study, the background of the study 
and researcher, the intended use of the results, reassurance of confidentiality, and an offer to 
share a summary of results. The letter of introduction proved to be a valuable tool for gaining 
access to informants at the beginning of fieldwork. 
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Business Cards 
Business cards were another means of providing an official quality to the study once in 
the field. Prior to leaving the United States, business cards were printed with my name, 
university, and department, address, telephone number, and fax number. The business cards 
were used in the field to leave a short note, local address, and local telephone number when a 
shop owner was unavailable or not present in the retail shop. 
Time and Duration of Study 
Field research was conducted from mid-April to the end of July, 1994. Data collection 
commenced in April immediately following Semana Santa (the week preceding Easter Sunday), 
and lasted into the summer months. Both low and high tourism months were chosen to 
conduct the study. Textile retailers have more free time during slow tourism months, thereby 
allowing more time for interviews. During high tourism periods it is possible to observe 
tourist activity that is unavailable during other months of the year. Tourism tends to increase 
during June and July and reach its highest level in Guatemala in August. Semana Santa and the 
month of August are periods when the largest number of tourists travel to Antigua. During the 
period of data collection, the number of United States tourists visiting Guatemala was down 
sharply due to a travel warning issued by the American Embassy in Guatemala. Travelers were 
advised not to venture to Guatemala because of recent violence that had occurred against United 
States citizens in remote villages and areas of the country. Later in the summer of 1994, the 
travel warning was partially lifted. 
Fieldwork 
Entering The Field 
One of my activities upon arrival was to become re-acquainted with Antigua by 
spending a few days walking around the city and settling into a new environment and routine. 
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Arriving on a weekend provided me with an opportunity to observe the many weekend 
travelers and the activities that occurred on Saturdays and Sundays in the town. The first 
Monday upon entering the field, official data collection activities began. I visited a local 
research institution, the Centro de Investigaciones Regionales de Mesoamerica (CIRMA. 
Center for the Regional Study of Mesoamerica) to inquire about potential use of the facilities 
that included an extensive library, study rooms, access to computers, laser printing, and 
copying machines. I gave a letter of introduction to the director who then granted me 
permission to use the facilities. 
Participant Observation 
Throughout the research, I attended local activities such as seminars, festivals, 
celebrations, religious ceremonies, small group discussions, and family functions. I was often 
in the company of textile retailers or Antiquenos who related valuable insights to life in 
Antigua, Guatemalan culture, and experiences as a business person. I also traveled to other 
cueas around Lake Atitlan, Panajachel, Chichicastenango, and Guatemala City during the 
course of the study. These activities were valuable for observation of textiles used in daily life; 
of tourists and their shopping behaviors; and of retail shops for comparison with those located 
in Antigua. All of these activities provided me with a context for interpretation of the data in 
this study. Detailed ethnographic notes were written daily, describing activities in Antigua, 
interactions with people, and my personal feelings. 
Historical Data 
Historical data about Antigua were gathered at the CIRMA. Topics reviewed included 
the hi.story of Guatemala and Antigua, colonial influences in Mesoamerica. textile production in 
Guatemala, and the role of Antigua as a tourist center. A local photographer, recommended by 
CIRMA, provided photographs of Antigua. The photographs illustrated the growth of Antigua 
and provided contrasts between mid-twentieth century and contemporary businesses. 
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Ecological Traverse of Tourist-Oriented Businesses-
Services. and Historical Places of Interest 
Upon recommendations from CIRMA personnel, a map was obtained from the Consejo 
Nacional Para La Proteccion de Antigua, an organization devoted to the pieservation of the city 
of Antigua. A large architectural map of Antigua that illustrated each city block and property 
divisions within was used to conduct an ecological traverse. The purpose of the ecological 
traverse was two-fold. The first aim was to establish a general overview of businesses, 
services, and historical places that tourists visited in Antigua. The second goal was to locate all 
potential textile retailers for this study. The activities of the ecological traverse included 
identification of tourist-related businesses, hotels and posados, Spanish language schools^, 
travel agencies, and historical places of interest. A local Spanish teacher who had grown up in 
and around Antigua assisted the researcher with the ecological traverse. The experience and 
knowledge of the local assistant was veiy valuable in making a decision whether to include a 
specific site in the identification process. 
The map was mounted on a large piece of cardboard to facilitate writing. The first 
person wrote in a notepad the name of the place of interest, address, and a brief description if 
needed, while the second person located the site on the map, assigned the location a number, 
and drew the number on the map. In Antigua, all avenues run east to west and all streets run 
north to south. Therefore, avenues were charted first starting on the north end of the city and 
working to the south. Afterwards, streets were mapped starting on the west side of the city 
and working to the east. After completion of the ecological traverse, the identified businesses, 
services, and historical places were grouped and counted to form the following categories: 
hotels and posadas (N=35); churches, ruins, convents, parks, and monuments (N=24); 
Spanish language schools (N=30); travel agencies (N=20); restaurants, cafes, and bars 
- Spanisii language schools mentioned in this study are institutions that are solely devoted to teaching Spanish. 
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(N=67); banks (N=10); textile shops (n=55)3; other shops (n=40); and general services 
(N=33). The ecological traverse demonstrated that Antigua contained a substantial number of 
attractions and services devoted to tourism. 
Not all businesses and services in Antigua were included in the ecological traverse. For 
the purpose of this study, businesses and services that did not appear to the researcher and 
assistant to cater to or attract tourists were not included. For example, small eateries that were 
located far from the center of town and appeared to attract local residents were not included. 
Short Interviews and Observations 
Selection of informants. The potential informants for the short interviews and 
observations were taken from the list of textile shops identified during the previous ecological 
traverse (n=55). Many of these shops carried a variety of objects besides textile products, such 
as postcards, writing paper and cards, wooden objects, jewelry, food, books, newspapers, 
coffee, leather products, pottery, palm products (e.g., hats), and furniture. Thus, it was 
necessary to delineate shops that carried predominantly textile products and those that did not. 
Shops that appeared to me as having inventories of 50 percent or more of textile products were 
selected to be a part of the short interviews and observations. 
Short interview. Using the list of 55 textile shops gathered during the ecological 
traverse, the short interviews were begun by visiting the stores to estimate the percentage of 
textile products that were visible and for sale in the shops. If the stores were estimated to have 
less than 50 percent of textile products, they were no longer considered a part of the study. 
Once it was ascertained a textile shop met the above criteria, introductions were made to 
a salesperson in the shop. The salesperson was asked the name of the owner and if he or she 
was present. In some cases, the salesperson was also the owner or manager of the shop. 
After introductions, an explanation was given to each potential informant about the background 
^ The numbers of textile shops and other shops do not represent final numbers for these two groups. They were 
estimates that were later revised after each potential shop was visited by the researcher. 
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of the researcher and the study (e.g., short interviews and observations), the importance and 
use of the results, the maintenance of confidentiality, and expected time commitment for this 
part of the research. Some individuals asked many questions about the study. For those 
persons, the introduction letter was provided at that point. For each person who agreed, an 
appointment was made to return to conduct the interview at a time that was convenient to both 
the researcher and the store personnel. All of the informants who agreed to be interviewed 
received a letter of introduction either during or after agreeing to participate in the study. A 
business card was also left with each informant. There were some short interviews and 
observations conducted immediately upon agreement by informants to participate; others were 
conducted at a later date. 
The misidentification of store type in the ecological traverse, addition of stores that had 
been missed due to closure during the initial identification, deletion of stores with less than 50 
percent textile products, and permtinent closing of shops reduced the initial number of textile 
shops from 55 to 45 textile shops. Finally, 45 textile shops were reduced to 38 because some 
textile retailers declined to be a part of the study and a few owners were unavailable after 
repeated attempts to contact them. The final numbers of short intei'views and observations 
were 29 and 38, respectively. The number of short interviews differed from the number of 
observations becau.se some textile retailers owned multiple shops. 
The short interviews were carried out in a variety of settings. Each textile retailer had a 
different level of freedom to leave the shop; retailer availability was dependent upon the amount 
of sales help, the activities required for the day, and vendors who unexpectedly stopped by the 
shop to speak with them. Usually the interviews were conducted in the shop environment after 
the store had been opened for the day. Often the interviews were interrupted by individuals 
wishing to speak with the textile retailer. Occasionally it was possible for informants to leave 
the selling floor to be interviewed without interruptions. 
Short interviews lasted approximately an hour and were conducted in either English or 
65 
Spanish, depending upon the primary language of the informant. At the end of each interview 
the informants were asked if they would be willing to participate in the long interviews and 
observations. If informants answered affirmatively, they were later considered in the pool of 
informants for the long interviews and observations. Detailed notes were taken during the 
short interview process. Ethnographic notes were also written after each interview. 
Descriptions of the setting, facial expressions and mannerisms of the informants, and 
interactions between informants and other individuals such as artisans and customers were 
noted. 
Short observations. The short observations were conducted in an unobtrusive 
manner during the course of a day in which the shop was open. Prior to beginning a short 
observation, 1 introduced myself to store personnel. If the shop owner was not present, then I 
informed an employee I would be observing in the store and taking notes. In general, the short 
observations took approximately one-half hour. 
Long Interviews and Observations 
Selection of informants. A purposive sampling method was used in this study. 
According to Lincoln and Guba (1985), a purposive sample is drawn to represent a full range 
of responses with as little redundancy as possible. Criteria are established to select informants 
that will support the objectives of the study. In this study, the goals of the ecological traverse 
and short interviews and observations were to identify all textile retailers in Antigua; ascertain 
which retailers had sold 50 percent or more textile products in their shop; collect descriptive 
background and information about retailers; and form categories of retailers ba.sed upon data 
gathered. From the ecological traverse, short interviews, and observations, seven categories of 
retailers emerged (Table 3.1). Categories were formed based upon textile product assortments, 
product characteristics, product prices, product quality, size of shop, number of years in 
business, languages spoken by retailers, and retailers' citizenship. The groupings were 
confirmed by a senior textile researcher from Iowa State University who was visiting Antigua 
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Table 3.1 General Characteristics for Categories of Retailers 
Group 1: 
wide assortment of textile products 
products of brightly colored jaspe 
low product prices 
low to medium quality products 
small shops 
in business from 16-25 years 
informants spoke Spanish 
informants-Guatemalan 
Group 2: 
accessoiy textile products 
assortment of bright and neutral colored products 
medium product prices 
medium to high quality products 
small shop 
new business 
informants spoke Spanish and indigenous language 
informants-Guatemalan 
Group 3: 
wide assortment of textile products 
pastels, neutrals, and bright colored products 
medium to high product prices 
medium to high quality products 
multiple shop ownership, large shops 
in business from 5-12 years 
informants spoke Spanish 
informants-Guatemalan 
Group 4: 
native costumes, some accessories, and home textiles 
brightly colored costumes, assortment of bright, neutral, and pastel colors in other products 
medium to high product prices 
medium to high quality products 
range of shop sizes 
range of years in business 
informants spoke multiple languages 
informants-Guatemalan and foreigner 
Table 3.1 Continued 
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Group 5: 
household textiles, some native costumes and apparel 
array of soft, neutral, brightly colored products 
high product prices 
high quality products 
small to medium sized shops 
in business 3-10 years 
informants spoke multiple languages 
informants-Guatemalans and foreigners 
Group 6: 
mainly fashion apparel products 
array of soft, neutral and brightly colored products 
medium product prices 
medium to high-medium quality products 
small shops, multiple shops 
in business 1-10 years 
informants spoke multiple languages 
informants-Guatemalans and foreigners 
Group 7: 
wide assortment of textile products 
brightly colored products, many of jaspe 
low to low-medium product prices 
low to medium quality products 
small shops 
in business 1 month-5 years 
informants spoke Spanish & indigenous languages 
informants-Guatemalan 
at the time. From the 29 textile retailers who were a part of the short interviews and 
observations, one or two textile retailers from each group were identified as potential 
informants for the long interviews and observations. In addition, other textile retailers 
identified, would be added if permission was granted and time allowed. The final numbers of 
informants for the long interviews and observations were 15 and 20, respectively. Fifteen 
informants were included in 14 interviews (one interview included two informants). Again, 
the number of long interviews and observations (14 and 20, respectively) differed because 
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some textile retailers owned multiple shops. 
Lonp interviews. After potential informants for the long interviews had been textile 
retailers were contacted to ascertain their availability and willingness to participate. Often it 
took repeated contacts to reach a potential informant. Some choices for informants had to be 
abandoned and replaced because of their inaccessibility. Whenever possible, replacements 
were chosen from the same category that had emerged from the short interviews. 
The long interviews were conducted in a variety of settings. The goal was to interview 
informants in a setting other than the textile shop, but it was not always possible to do so. 
Conducting interviews outside of the shop environment reduced interruptions from employees, 
vendors, and customers as well as other noises that interfered with the interview process (e.g., 
external automobile traffic). Interviews usually took place in shop environments during open 
hours and before and after a shop was opened, in restaurants after shop hours, and in retailers' 
homes, or in their sewing workshops. Long interviews were conducted in two to five sessions 
and lasted approximately two to six hours. 
Interviews were conducted in either English, Spanish, or a combination of both 
languages depending upon the primary language of the informant. For four interviews, a local 
professional interpreter was employed to attend the interviews with the researcher and to assist 
in the interaction process if needed. Prior to the participation by the interpreter, the researcher 
reviewed the details of the study and the interview schedule with her. Additionally, before an 
interview with a specific informant transpired, information from the informant's previous short 
interview was shared with the interpreter. Confidentiality guidelines were also reviewed with 
the interpreter. Interviews were recorded with a small hand held tape recorder in all but one 
case. Extensive notes were taken during each interview session and ethnographic notes similar 
to those for the short interviews were written following each interview. 
Long observations. The long observations were also conducted in an unobtrusive 
manner during the course of a day in which the shop was open. Before beginning a long 
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observation, the researcher introduced herself to store employees. If the shop owner was not 
present, then I informed an employee I had the permission of the owner to observe and take 
notes in the store. It was preferable to conduct the long observations after the long interviews 
had been completed; observations were used to confirm insights about merchandise and 
business philosophies and to increase reliability. In general, each long observation took 
approximately one to two hours. 
Photographs 
In the course of the long interviews, permission was obtained to photograph examples 
of textile products that were available for sale in each shop. Often photographs were taken 
during long observations. Floor layouts and shop exteriors and interiors were also 
photographed. 
Written Records 
Written documents and sales records were discussed and copies obtained from each 
textile retailer if possible. They included sale records, promotional materials (e.g., business 
cards and brochures), and/or log books. 
Data Analysis 
Analysis procedures were based upon Glaser's (1992) recommendations for constant 
comparative methods of coding and interpretation of data. Results were inductively generated 
using the following methods. The recorded interviews were transcribed by two individuals 
who were fluent in both English and Spanish. These individuals were instructed to transcribe 
the interviews verbatim. To assist their deciphering of unfamiliar language (e.g., huipil, telar 
de palitos), I provided the transcriptionists with a list of specialized vocabulary that occurred 
frequently in the interviews. Transcribing produced fourteen extensive interview sets. 1 
reviewed each recorded interview and its corresponding transcription together and if needed 
made corrections. 
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Coding methods followed Giaser's recommendations for open, theoretical, and 
constant comparative coding (1992). Open coding was employed in the first stage oi 
theoretical analysis and is described as, "the discovery of categories and their properties" 
(p. 30). To begin analysis, five interviews were purposely chosen for the initial development 
of coding guidelines because they represented a broad range of retailer experiences, business 
practices, and knowledge. During open coding I read each interview and "named" distinct 
parts with a code (e.g., tradition) to identify the general theme of a particular incident. Each 
incident or idea was compared with previous incidents and with emerging concepts, such that 
similar ideas were assigned the same code and different ideas were assigned new names. In 
this manner, nine preliminary themes of business, cooperatives, Guatemalan textile production, 
products, quality, relationships, retailers, tradition, and wholesale emerged. These nine 
preliminary themes were carefully reviewed and organized into the three overarching themes of 
products, relationships, and tradition because a number of preliminary themes were related or 
actually subthemes of one another (e.g., quality was a subtheme of products). The two themes 
of business and Guatemalan textile production provided context for the setting of the study. In 
addition, the preliminary themes of cooperatives and wholesale businesses were not included in 
this dissertation because they did not relate to the objectives of this study. Also, these themes 
were not the focus of interview questions; therefore, data on cooperatives and wholesale 
businesses were not consistently collected across all informants; these data were set aside for 
future use. The same method was replicated by a senior researcher and three overarching 
themes were confirmed (See Appendix H for major themes and examples of data). The data 
contained within the original transcribed interviews were then copied from original transcribed 
interviews and placed into new files under one or more of the three major themes. 
From this process three large data sets were created. The second round of coding 
commenced. Each major theme was recoded for emergent theoretical subthemes or categories. 
Theoretical coding again utilizes the constant comparative method of analysis and translates 
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concrete incidents into higher order theoretical concepts (Glaser, 1992). Relationships between 
categories emerged from the data as did characteristics or properties of each identified subtheme 
(Table 3.2). These subthemes were also confirmed by a senior researcher (See Appendix 1 for 
an example of the major theme, relationships and data examples of its corresponding 
subthemes). I developed an outline for each overarching theme that was composed of the 
emergent theoretical categories. From the three primary themes of products, relationships, and 
tradition, and their subthemes, a grounded theory of tradition emerged. 
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Table 3.2 Emergent Themes and Subthemes 
Products 
• business environment 
• business initiation 
• advertising 
• visual merchandising 
• future goals 
• shop conceptualization 
• customers 
• product assortment 
• production 
• pricing 
• product exclusivity 
• product quality 
Relationships 
• retailers' background experiences 
• cultural understanding and compassion 
• communication strategies 
• relationship building 
• relationship composites 
Tradition 
• general tradition views 
• chciracteristics of tradition 
• tradition and large scale production 
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CHAPTER FOUR: CONTEXT FOR THE STUDY 
The town of Antigua, Guatemala provided the setting in which the retailers in this study 
transacted their businesses. This study consisted of two groups of interviews and 
observations. A large group of retailers and their businesses provided the data for the first set 
of short interviews and observations. These retailers were helpful for describing the context in 
which textiles are procured and sold in Antigua. In this chapter, general characteristics of the 
setting of Antigua, the retailers, and their businesses are described. From this foundation, a 
smaller group of informants was drawn for the long interviews and observations. 
The Antigua Setting 
The town of Antigua attracted many regional, national, and international travelers. 
Retailers perceived that individuals visited Antigua for a variety of reasons (Table 4.1). The 
colonial heritage drew numerous people to experience the many ruins and churches, in addition 
to the quaint cobblestone streets. The physical and ambient environment was also alluring for 
travelers because Antigua had a temperate climate and tended to be very tranquil. Moreover, 
the town had become a center for studying Spanish with approximately 30 Spanish schools at 
the time of this study. Other tourist-oriented businesses and services clustered ai'ound the 
central park and other well-traveled streets (Figure 4.1). This range of services and the ability 
to experience novel cultures lured travelers to Antigua. 
When asked to comment about their perceptions of Antigua, retailers described the 
Antigua community in terms of the travelers who visited; the residents who lived there; the 
many services and business that existed; and finally, the history the town represented (Table 
4.2). Antigua was well known for being a community composed of many foreigners and 
wealthy Guatemalans. Property was very expensive to buy or rent. A few retailers 
commented that historically, Indians have never lived in Antigua. During both the colonial and 
contemporary periods, the vast majority of Indians lived in the surrounding towns and villages. 
Table 4.1 
lA 
Tourists' Attraction to Antigua 
Reasons tourists are attracted Antigua 
Number of 
Respondents 
History 26 
Colonial heritage 
Colonial architecture 
Ruins 
Monuments 
Churches 
Cobblestone streets 
History as a colonial city 
World heritage monument 
Physical and ambient environment 26 
People are generally very nice 
Calm atmosphere 
Tranquil quality 
Temperate climate 
Quaint atmosphere 
Comfortable security 
Picturesque scenery (e.g. volcanoes) 
Proximity to volcanoes 
Few problems in city 
Nice town 
Different from rest of Guatemala 
Ability to walk around city 
Families who accept students are wonderful 
Business. Educational, and Services 14 
Center for studying Spanish 
Existence of banks to exchange money 
Conduct business 
Proximity to Guatemala City 
Tourism 10 
Major stop on tour circuit 
Availability of tourist services such as restaurants and hotels 
Range of lodging levels 
Listed in tour book as "Ruta Maya" 
Heavily promoted in tourism literature 
Adventure 
Table 4.1 Continued 
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Reasons tourists are attracted Antigua 
Number of 
Respondents 
Interpersonal Reasons 6 
Previous visit 
Friends recommendation 
Retreat for international workers (e.g. Peace Corps volunteers) 
To live 
To rest 
Shops 6 
Textiles and other crafts 
Commercialism 
Folk art 
Culture 5 
Culture 
Semana Santa tradition 
Interest in indigenous people 
Study Mayan culture 
Experience the international atmosphere (e.g. variety of restaurants) 
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Figure 4.1 Tourisl Oriented Sites in Antigua, Guatemala 
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Table 4.2 Descriptions of Antigua As a Community 
Descriptions 
Number of 
Respondents 
Inhabitants of Antigua 24 
Trend to sell homes to wealthy Guatemalans 
Some families original colonial families 
Few indigenous people live in city 
People from all over world 
Gentrified Antiquenos 
Dominated by Americans 
Poor do not live in Antigua 
Nice people 
Community of foreigners 
Many homosexuals 
Mixed community of tourists, poor people, foreigners, and Guatemalans 
Many retired people 
Noble people 
Few people who are active in community 
Indigenous people who make crafts 
Scholars 
Tourism 22 
Activities for tourists 
Different levels of tourists 
Popular again after war and Communist government 
Tourism has negative and positive effects 
Very transient 
Popular tourist spot 
Dependent on tourism 
Mass tourism 
Center for Spanish 
Substantial flow of dollars from tourism 
Not like other tourist communities (e.g. in Mexico or United States.) 
Business 13 
Many restaurants 
High prices 
Bigger city to conduct business 
Many services/services 
Variety of artisan shops 
Buyers come to Antigua 
Better crafts available/made here 
Very commercial 
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Table 4.2 Continued 
Number of 
Descriptions Respondents 
Community and ambient environment 14 
Basic services sometimes don't work 
Small town atmosphere 
Calm town with feeling of past 
Pretty city 
Not very clean 
Climate 
Calm/tranquil 
Charm/ambiance 
Picturesque 
Used as a safe haven 
Culture and tradition continues 
Historv 10 
Colonial city 
Monuments 
International monument 
Ruins 
Colonial architecture 
Tourism was an important economic resource for the many owners of hotels, restaurants, and 
other services. Additionally, visitors were believed to enjoy their stays in Antigua due to the 
ease of moving from place to place, the picturesque beauty, and relative safety. 
A wide range of textile products from throughout Guatemala was available in Antigua. 
Retailers described the range of textile products in terms of consumers, product characteristics, 
function, and methods of availability (Table 4.3). Characteristics that related to Indians and 
indigenous origins were the most frequently used descriptors by retailers. Other salient 
product characteristics included fibers, yardage, quality, and production methods. 
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Table 4.3 Textile Products For Sale in Antigua 
Number of 
Textile Product Descriptions Respondents 
Indigenous textiles 22 
Traje 
Beautiful huipiles 
Original, traditional backstrap woven textiles 
Traditional weavings both old and new 
Original textiles Indians make for themselves 
Collectors items 
Ritual items 
Ti'pica 
Items from many different villages 
Little made here except in San Antonio Aguas Calientes 
Fabrics 20 
Fabric 
Some designer fabrics with changed colors 
Items made of tipica fabric 
Modern fabrics 
Prewashed fabrics 
Yard goods 
Foreign made synthetics 
Woolen textiles 
Cotton items 
Jaspe 
Quality 16 
Quality material 
Some very nice clothing quality 
Cheap market products 
Some excellent quality items that maintain tradition of weaving 
Low quality items 
Better/high quality items 
Method of production 12 
Backstrap loomed fabrics 
Footloomed fabrics 
Hand-made tipica fabric 
Factoiy produced, high quality products 
Woven by hand 
Woven by machine 
Brocaded textiles 
80 
Table 4.3 Continued 
Textile Product Descriptions 
Number of 
Respondents 
Decorator 
Textural fabrics that are 60" wide for upholstery 
Decorative fabrics 
Home textiles 
8 
Items that are worn 
Tailored clothing of mediocre quality 
Clothing 
Accessories 
8 
Location for sale 
Products sold in street 
Items in fashion boutiques 
High end shops 
Luxury stores 
6 
General descriptions 7 
Modern, softer-colored, footloomed fabrics 
Offshoots (e.g. products that are derived or copied from other products) 
Best variety of textiles not available in Antigua 
Tourist items 
Products for export 
Eveiything is available here 
Souvenirs 
Demographics of informants. Twenty-nine short interviews were conducted, thirty-
one retailers were interviewed because two interviews were conducted with two informants 
each. The informants were balanced nearly equally between males and females (Table 4.4) and 
were largely Guatemalan citizens. Of the 20 Guatemalan informants, ten appeared to be 
Indians. I drew this conclusion from the informants' wearing of traje, speaking of Maya 
languages, and affiliations with largely Indian communities such as San 
Short Interview Informants and Their Businesses 
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Table 4.4 Demographic Characteristics of Informants in Short Interviews 
Characteristic Number % Frequency 
Sex 
Female 18 58.1% 
Male 13 41.9 
Citizenship, 
Guatemala 20 64.3% 
United States 8 25.8 
Canada 1 3.2 
France 1 3.2 
Germany 1 3.2 
Age 
15 to 19 2 7.1% 
20 to 24 2 7.1 
25 to 29 2 7.1 
30 to 34 4 14.3 
35 to 39 3 10.7 
40 to 44 7 25.0 
45 to 49 4 14.3 
50 to 54 2 7.1 
55 to 59 1 3.6 
65 to 69 I 3.6 
No response 3 10.7 
Highest level of education attained 
No formal schooling 1 3.2% 
Primary school 6 19.4 
Completion of high school or equivalent 6 19.4 
1-3 years of technical school or some college 9 29.0 
Completed Baccalaureate degree 4 12.9 
Completed Master's degree 5 16.1 
Languages spoken' 
Spanish 31 100.0% 
English 15 48.4 
French 6 19.4 
German 3 9.7 
Cakchiquel I 3.2 
Italian 1 3.2 
Mam 1 3.2 
Quiche 1 3.2 
' Retailers spoke multiple languages. 
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Antonio Aguas Calientes or Momostenango. The ages of retailers ranged widely, from 15 to 
69 years of age. 
The educational levels attained by retailers included an individual who had no formal 
schooling to five retailers who had obtained graduate degrees. The baccalaureate and graduate 
degrees completed by retailers were in the following areas: art (3), English literature (1), 
international economics (1), Latin American studies (1), philosophy (1), physical chemistry 
(1), and theater (1). All but one of these individuals had received their degrees from United 
States colleges and universities. Besides one retailer who had studied weaving peripheral to 
her formal education, no other retailer had formal training in textile and apparel design or 
production. Spanish was the most common language spoken by retailers, followed by 
English, French, and German. 
Retailers' Businesses. Textile retailers began their businesses for a variety of reasons, 
with many retailers expressing a combination of motives for business initiation (Table 4.5). 
Most responses centered around the retailers' desires to start a business venture in a convenient 
location that had potential for success. Textile retailers were commonly located neai' the central 
park and along primary streets in Antigua (Figure 4.2). Close access to Guatemala City, the 
capital of Guatemala was important for some retailers. Originally, many retailers had traveled 
to Guatemala from foreign countries; they had become attracted to Guatemalan textiles and the 
relaxed atmosphere and temperate climate of Antigua. 
Retailers described their customers using an array of descriptors. Many retailers 
indicated that it was difficult to profile customers precisely because of the constant ebb and 
fiow of travelers who visited Antigua. Customers consisted of men and women of all ages. 
They included students studying Spanish in Antigua or other towns and cities; backpackers 
traveling from one location to another; couples; older, wealthier customers; and embassy 
personnel. Customers also included local inhabitants of Antigua and local and regional 
travelers. Latin American customers from Mexico, Costa Rica, El Salvador, Chile, and 
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Table 4.5 Reasons for Starting a Business in Antigua 
Reason 
Number of 
Respondents 
Business or Work 23 
Wanted to export 
Proximity to Guatemala City 
Became involved with mother's business 
Wanted to have a business in Antigua 
Came to build a hotel in Antigua 
High tourist traffic 
Needed to make money to study at university in Guatemala City 
To sell craft products 
To be closer to artisans 
To open an artisan shop when few existed in the city of Antigua 
Spouse transferred to Guatemala 
Simpler to get work in Guatemala than in Mexico 
Was looking for a change of work from Guatemala City 
Interpersonal Reasons 8 
To report on agricultural activities 
Was looking for textiles 
Fell in love with Guatemala, refmed for every vacation at first 
Accidental, not intentional 
To study Spanish 
Access to schools 
Environment 7 
For the climate 
For the ambiance 
Calm in Antigua 
Colonial community 
Nicer than living in Guatemala City 
Travel 7 
Came on vacation 
Came originally for Semana Santa 
Came for a sabbatical and stayed 
Needed a place to rest from travels 
Visited Mexico first then Guatemala 
Advertised as part of Maya heritage 
Originally from Antigua 2 
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Figure 4.2 Textile Shops in Antigua, Guatemala 
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Argentina were common, especially during holy week, the week prior to Easter Sunday. 
Japanese, United States citizens, and Europeans were also frequent shop patrons. 
Retailers conceptualized the products they carried in their shops primarily in terms of 
techniques and aesthetic considerations, origin, product type, fiber content, and quality (Table 
4.6). The techniques used to produce a textile object appeared to be veiy salient for retailers. 
A wide range of textile products that reflected bright, neutral, and pastel colors were offered in 
their shops. Traje, especially huipiles, were commonly available in shops either as the focus or 
to represent indigenous culture. In addition, new interpretations of home textiles, apparel, and 
accessories such as decorative bedspreads, "travel clothing," and braided web belts were also 
available. 
Retailers used a host of visual merchandising techniques in their shops. Visual 
merchandising approaches included simple hanging of items on coat hangers; draping of items 
over narrow rungs attached to walls; both haphazard and careful folding of stacks of 
merchandise; tying together of many small items for a quick sale; laying out of small objects in 
neat rows for optimum use of space; utilizing wooden and cane poles to hang apparel; and 
using professional fixtures, such as rounders' and waterfall arms^. Finally, retailers 
contextualized textile products, matching function with furniture (e.g., bedspreads and blankets 
displayed on beds). 
Some shop owners chose to enhance the ambience of their shops with accessories and 
cultural items to attract customers; others did not. Retailers utilized the following cultural 
objects in their interiors: masks, wooden canoes, whistles, religious figures, pottery, rugs, 
native costumes, and baskets. Locally grown agricultural products, such as coffee were 
' Rounders are visual merchandising fixtures about four feet high that are supported by four legs attached to a 
round-shaped bar on top. Merchandise is hung in a circular fashion around the fixture. 
- A waterfalls, is a type of face-out made of either metal or wood and attached to a wall. An arm is usually one 
to two feet long and either is perpendicular to the wall (straight arm) or angles downward (waterfall) from the 
wall. Merchandise on hangers, are placed on the arm. Waterfalls usually have either round knobs or notches on 
the top edge to prevent hangers from sliding to the bottom of the arm. 
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Table 4.6 Textile Retailers' Descriptions of Own Products 
Textile product descriptions Responses 
Techniques & aesthetic considerations 39 
Backstrap woven 
Calada fabrics(tela calada) 
Chivo fabrics 
Corded cotton 
Double-warp fabrics (tela gruesa) 
Fingerwoven 
Hand made 
Ikat/jaspe 
Items made by Indians for themselves 
Lightweight fabrics, (e.g., Coban style) 
Machine woven 
Not commercially woven products 
Old textiles 
Parts of traditional costumes 
Prewashed fabrics 
Reconstructed products 
Some footloomed products 
Tela listado 
Textured fabrics 
Traditional but functional 
Traditional weaving and uses of products 
Traditional, high quality 
Traditionally woven 
Untraditional patterns of Guatemalan fabrics 
Updated colors 
Specific origin 18 
Bags/crocheted items from Todos Santos 
Chimaltenango 
Comalapa 
Coban 
East part of Guatemala 
Nahuala 
Nebaj 
San Antonio Aguas Calientes 
San Marcos 
San Pedro Sacatepequez 
Santa Cruz la Laguna 
Santiago Sacatepequez 
Solola 
Totonicopan 
Table 4.6 Continued 
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Textile product descriptions Responses 
Home textiles 17 
Interior design products 
Home linens 
Decorative Accessories 
Classic and elegant 
Ralph Lauren-styled products 
Throws and blankets 
Rugs 
Upholstery fabrics 
Table top 
Clothing 17 
Basic and functional 
Clothing 
Combination garments made of old and new textiles 
Cotton and woolen clothing 
Creative, different clothing 
Modern designed clothing 
Original designs 
Sweaters with handwoven sections 
Unisex clothing 
Wearable tirt jackets 
Other product categories 14 
Accessories 
Bags 
Bags from new fabrics 
Fabric 
Tfpica fabric 
Ti'pica 
Tourist products 
Fiber 9 
100% cotton 
Mercerized cotton 
Natu ral/regu lar/normal cotton 
Rayon 
Woolen textiles 
Oualitv 5 
Better products 
First /high quality 
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displayed and offered for sale. Finally, wooden furniture, painted walls, and floor tiles 
reflected home environments. Likert scales utilized in the short observations revealed that 
retailers in groups two, three, four, five, and six (Table 3.1) had shops whose overall 
ambience was interesting to very interesting and pleasant; displays that were nicely composed 
and impressive; and were very clean and neat. Retailers represented by groups one and seven 
tended to maintain shops whose overall ambience was uninteresting, not pleasant; had displays 
that were poorly composed, veiy unimpressive; and revealed housekeeping standards that were 
somewhat unclean and messy. 
As a context for the more in-depth study, retailers in Antigua, Guatemala were almost 
equally balanced by sex, were largely Guatemalan citizens, ranged in age from 15 to 67, 
represented a wide range of education levels, and all spoke Spanish, with more than half 
speaking a second language as well. Retailers in Antigua mainly initiated their businesses for 
employment purposes and primarily described their products using technical and aesthetic 
terms. Shop atmospheres were enhanced with cultural objects; yet each shop environment, 
such as ambience, displays, and housekeeping varied widely across informants' businesses. 
Long Interview Informants 
At the completion of the short interviews, the researcher and a research collaborator 
formed groups of retailers based upon demographic characteristics of the retailers, their textile 
products, and characteristics of their businesses. Seven groups emerged and are described in 
the methods chapter. The informants in the long interviews and observations were drawn from 
the seven categories of retailers. These informants consisted of fifteen individuals who were 
included in fourteen interviews. Informants were largely females (Table 4.7). Retailers' ages 
ranged from 21 to 67 years old; their mean age was 40 years old. Retailers represented 
citizenship from Guatemala, United States, Canada, and Germany. The highest level of 
education attained by retailers ranged from less than twelve years to four individuals with 
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Table 4.7 Demographic Characteristics of Informants in Long Interviews 
Characteristic Number % Frequency 
Sex 
Female 5 33.3% 
Male 10 66.7 
Citizenship 
Guatemala 7 46.7% 
United States. 6 40.0 
Canada 1 6.7 
German 1 6.7 
Age 
20 to 24 2 13.3% 
30 to 34 2 13.3 
35 to 39 1 6.7 
40 to 44 5 33.3 
45 to 49 1 6.7 
50 to 54 1 6.7 
55 to 59 1 6.7 
65 to 69 1 6.7 
No response 1 6.7 
Highest level of education attained 
Equivalent to junior high school 2 13.3% 
Completion of high school or equivalent 3 20.0 
1-3 years of technical school or some college 4 26.7 
Completed Baccalaureate degree 2 13.3 
Completed Master's degree 4 26.7 
Languages spoken' 
Spanish 15 100.0% 
English 13 86.7 
French 5 33.3 
German 2 13.3 
Quiche 2 13.3 
Ciikchiquel 1 6.7 
Italian 1 6.7 
' Retailers .spoke multiple languages. 
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graduate degrees. Retailers who held baccalaureate or graduate degrees had majored in art and 
English literature, chemistry, fine art, international economics, philosophy, and theater. 
Finally, retailers often spoke multiple languages. Spanish was the most commonly spoken 
language, whereas a few retailers spoke varying degrees of native languages such as Quiche 
and Cakchiquel. 
The number of shops owned by retailers, the years in business, and the physical size of 
their shops also varied for informants. Among the fifteen retailers, they owned 20 retail shops. 
Specifically, four retailers owned multiple retail businesses. In general, retailers owned 
businesses that had been in operation an average of 7.6 years, whereas the median number of 
years in business was 4 years. Shops-^ ranged in size from 224 square feet to over 3000 
square feet with the average shop size approximately 846 square feet (n=15). The median 
shop size was 600 square feet. 
As compared to the larger sample, the fifteen retailers included in the intensive 
interviews consisted of a majority of female retailers; were more formally educated; more 
diverse in their citizenship; and more likely to be conversant in English. In contrast, the 
median ages and command of Spanish were similar for the two groups. The subsequent 
chapter presents findings derived from intensive interaction and interviews with these fifteen 
textile retailers in Antigua. 
All phy.sical space in each shop was not completely devoted to selling textile products. Some shops carried a 
wide assortment of crafts and furniture as well. 
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CHAPTER FIVE: RESULTS 
Introduction 
As a result of data analysis, three overarching themes emerged related to products, 
relationships, and tradition. Embedded within these three themes were numerous subthemes 
that addressed the range of ideas contained within each major theme. These inductively 
generated themes illustrate the m.ethods by which retailers procure, develop, and produce 
products; the essential relationships retailers sustain; and their conceptualizations about 
tradition. 
Busine.ss Environment in 1994 
At the time of this research in April - July, 1994, the 15 textile retailers operated their 
businesses in an environment that was greatly affected by internal and external forces. One of 
the most salient examples was the downtum in the tourism industry that contributed to low 
business activity. Retailers were experiencing the direct effects of a travel warning issued by 
the United States embassy in April, 1994, in which it was recommended United States citizens 
not venture to Guatemala. The travel warning resulted from a series of attacks on United States 
citizens in Guatemala that began during Semana Santa of the same year. By the middle of the 
summer of 1994, the travel warning had been partially lifted; however, the net effect was a 
sharp decline in tourism. 
In addition to low overall sales, further effects of the travel warning on textile retailers 
in Antigua were reduced purchases of novelty and regular fabrics for their own production, 
limited funds available to sustain work and payment for producer groups; limited plans for 
expansion; and reduced viability of businesses. One retailer commented on the difficulty in 
maintaining her own weavers, much less the new artisans who were now looking for work, 
I've seen weavers that I've never ever seen before because they already had 
clients that bought everything they made. Now, those clients aren't buying 
anything so they're coming around to all of us looking for more work. I can't 
do anything with them at all. There's nothing I can give them. Any orders that 
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I do have, which are very few now, I save for my regular weavers who I know 
are having a terrible time of it. [ 1 ]' 
Retailers who had such options depended on alternative sources of income to see them through 
the period. Small shop owners appetired to be living from month to month during this difficult 
economic period. 
Textile retailers commented on how deeply Guatemala's business environment was tied 
to foreign economies. When the economy of an influential country (e.g., Germany) was 
down, so was travel to and business in Guatemala. Many textile retailers, who were also 
wholesalers, believed that Guatemalan products were no longer selling on the world market. 
The business boom of the previous five years had peaked and fallen. 
Retailers commonly believed that the combined dependence on exports, tourism, and 
textile commercialization had far reaching effects on the production of textile products in 
Guatemala. Many artisans and growing numbers of comercicmtes (vendors) had become 
dependent upon increased textile production for their livelihoods. Many had become 
capitalized during the boom of the previous five years and now that exports and tourism 
activity were low, producers were in desperate need of work. Without tourism, producers 
were searching for other means of income generation. One retailer commented that her 
wholesale business was presently carrying the expenses of her retail shop. 
Factors Influencing Establishment of Retail Business 
Among the 15 retailers, the opening of retail shops was driven by need for income 
generation among retailers and artisans, market demand, and business diversification. A 
dominant topic across many retailers and a contributing factor for starting their businesses was 
their deep love for and attraction to Guatemalan textiles. Half of the retailers expressed the 
pleasure they received from learning more about, collecting, and appreciating beautiful textiles. 
' The bracketed number following each block quote has been included to provide substantiation that a range of 
responses from different informants were used in this study. 
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Beyond a love and respect for textiles, economic issues were salient. Humanitarian 
interests of providing economic support for artisans served as a catalyst for venturing into 
business for some retailers. One retailer in particular, who had lived in Antigua for over 20 
years, originally established her retail business to help widows survive during the turbulent 
times at the height of the civil war in the 1970s and 1980s. This retailer had continued her 
retail business after the 1980s, but had expanded her focus to include all women and 
communities in need. 
Making a personal profit was also a focus for the majority of retailers. Some were 
more profit-oriented than others. One retailer indicated that she originally opened her shop as a 
source of local, steady income as opposed to the periodic income she derived from her 
wholesale business. No retailers expressed a desire to make tremendous profits; rather, they 
were concerned about making a decent living while providing income for artisans and others in 
need. For an indigenous retailer and his family, their retail business contributed to familial 
income and the ability to have additional economic opportunities. 
Observations of the marketplace served as another catalyst for business start up. Three 
retailers recognized an unmet need, a market niche that they would fill with their shops. 
Increasing tourism in Antigua was the catalyst for two retailers. For one of these two retailers, 
her interest in opening her shop was sparked by the sudden awareness of an increasing number 
of people sending handcrafts out of Guatemala in the early 1980s. Location was very 
important to almost half of the retailers. The availability of shop space on a high traffic street in 
Antigua served as an impetus to open a business. 
Retailers were involved in a variety of other businesses, some of which were linked to 
their retail businesses. Additional businesses included other types of retail stores in Antigua, 
Guatemala City, and Momostenango; wholesale/export businesses; and a restaurant. 
Wholesale/export businesses were the most prevalent form of additional businesses with ten 
retailers involved in some form of procuring or producing textile products for export. Their 
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wholesale businesses included some that were intertwined and others that were separated from 
their textile retail businesses. Textile retailers who had connected wholesale and retail 
businesses often utilized the same artisans and comerciantes to produce products; combined 
manufacturing of apparel products under one roof; and used their shop to make new contacts 
with potential clients and as a regular meeting place for ongoing wholesale clients. 
For two retailers, their wholesale businesses were their primary businesses, whereas 
their retail shops were secondary. More specifically, one retailer originally opened her first 
shop as a means of recouping sales taxes that the Guatemalan government levied on export 
merchandise. In opening a retail shop, the sales tax credit from the wholesale end of her 
business was applied to her retail sales tax. For two retailers, their stores served as a main 
vehicle for selling their high quality overruns and overstock of fabrics and apparel, that were 
generated through wholesale production. 
Whenever you're dealing with typical products, at least typical fabrics and 
textiles, you always have to order a lot more than you may need because you 
never know if everyone is going to bring it to you. And you never know if it's 
all going to come in of good quality and you never know anything. So, you 
have to take a gamble and maybe order, sometimes ten or twenty percent more, 
sometimes even fifty percent more. So then what do you do with all that extra 
stuff you have? [You have] to get rid of all the excess inventory. [5] 
Advertising 
Retailers differed in their approach to and use of advertising (Table 5.1). Some utilized 
a variety of forms while others preferred not to advertise, as they considered the location of 
their businesses to be a form of promotion. High traffic areas close to hotels and restaurants 
frequented by visitors were sought out by retailers such as the following, "It's 50% of it; 
location is. You have to know they [shops] are there. In Antigua, everything is location." 
The simplest and most common form of advertising was business cards. All retailers stated 
they u.sed them; however, business cards were not always available when I requested them. 
One pair of retailers indicated they hadn't gotten around to having business cards reprinted 
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Table 5.1 Advertising Use By Retailers in Antigua, Guatemala 
Advertising Type Use 
Business cards 14 
Hang tags 8 
Individual paid advertisements 7 
Free advertising' 6 
Exhibitions/competitions 6 
Promotional flyers 5 
Group paid advertisements 3 
Pamphlets/brochures 3 
Radio 2 
Sign boards 1 
N=I4 
' Free advertising consists of occasional involvement in textile or apparel exhibitions and competitions: and 
unsolicited features in international newspapers, travel magazines, or guidebooks. 
since they had run out of them. 
Paid advertising was widespread for half of the retailers, although it was a very 
expensive medium to use in Guatemala. Ads were regularly placed in either a local English 
bimonthly advertisement booklet; a weekly, nationally distributed newspaper that targeted 
English-speakers; or a travel magazine available from a Guatemalan airline. A number of 
retailers annually spent large sums, relative to total operating expenses, (equivalent to 
approximately $800 annually^) to advertise regularly. 
The use of product hang tags, promotional flyers, free advertising, exhibitions, 
- This figure is an approximate annual figure because a few retailers had been in business less than one year. 
96 
competitions, radio, and sign boards was sporadic. Some methods of advertising, sucii as free 
advertising, exhibitions, and competitions were dependent upon chance and rare opportunities. 
For example, a number of retailers indicated their stores had once been written up in the travel 
section of the New York Times, international travel magazines, or guidebooks. 
Alternative forms of advertising utilized by retailers consisted of wearing one's own 
apparel, relying upon word of mouth (e.g., by students, anthropologists, and collectors), 
changing displays in the window and doorways daily, and, simply, leaving doors open to 
attract individuals who were passing by. 
Visual Merchandising 
Many retailers focused upon their shop ambience, making their shop interiors attractive 
to foreign customers. Displays and merchandise appeared to be maintained daily, especially 
since doors and windows were commonly left open for the better part of each day. Each shop 
appeared to have an abundance of sales staff who were encouraged to rotate merchandise on 
display. 
Sometimes, for example, we have the [product] in the big bag standing up and 
there was a time when I had many [products] that had like a yellow jaspe and 
they weren't selling. So I said to the girl, "What you need to do is to show it, 
all we need to do is to put it up," and they sold immediately. [9] 
All but one shop was very neat and well organized. Merchandise was displayed using 
a variety of professional fixtures and furniture. Professional fixtures such as four-ways-^, 
straight arm face-outs, waterfalls, and glass display cases were common. Additionally, one 
retailer had custom fixtures in his store that accommodated the rectangular shape of huipiles. 
Furniture was utilized extensively in shops, such as natural-colored and painted desks, tables, 
shelving, wooden rods, cases, and armoires. Textile products were often folded neatly into 
stacks organized by size, type, and area of production, if applicable. Fabric was wrapped on 
•^ A fourway is a free-standing fixture about four feet high, usually made of metal tubing, that has four arms 
shaped similarly to a swastika, enabling merchandise to be hung on each arm. 
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bolts and placed on shelving units or in custom slotted fixtures. Items, such as hammocks and 
fabrics were uniquely displayed. Rolled up hammocks were placed in tall baskets while a 
small chair and full size hammocks were hung nearby. In fact, one retailer chose to hang a 
beautiful eye-catching hammock near the entrance to her shop. Merchandise was regularly 
displayed in context. For example, a retailer who sold blankets and rugs utilized a bed as a 
centerpiece draped with her blankets. Rugs were nearby, on the floor. Only two retailers 
utilized more informal visual merchandising methods, opting for wire hangers and draping of 
one product over another. 
Shop ambience was enhanced by the use of many cultural elements such as masks, 
native costumes, weaving elements (e.g., yarn, spindles, and shuttles), toys, baskets, pottery, 
and wooden canoes. Often shop floors were beautifully tiled, creating patterns with solid or 
decorated tiles, Besides plainer, white walls, some shops interiors had been painted with 
colors such as rich ambers, deep jades, and washed blues that augmented shop ambience. 
Shop facades also added to store appearances. Many of the shops were located in colonial-era 
buildings that had been restored. Shop exteriors were painted white, eye-catching colors, or 
left to reveal multiple paint layers that contributed to shop surroundings. 
Sensory qualities of shop environments were also salient. Some retailers used the 
scents of candles, potpourri, or coffee (beans and brewed beverages) to add to store ambience. 
Additionally, in a few shops local indigenous music and international music was played. 
Finally, external noises such as the calls of vendors and the roar of vehicles intensified sensory 
characteristics of retai] environments. 
Business Goals For The Future 
Retailers' goals for the future focused on strategies for store growth, shop 
enhancement, and expanded income generation. Some retailers addressed their desire to 
expand their businesses by opening additional stores, moving present store locations to better 
locations in Antigua, or offering exports. Other retailers focused upon the actual store 
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environment and products. One shop owner wanted to improve his shop ambience, whereas 
three retailers desired to develop new and unique textile products in the future. Increasing 
business through advertising, production, or wider assortments were the business objectives of 
three retailers. Another retailer planned to continue providing work for local artisans. Finally, 
three retailers spoke of maintaining sales levels to survive in the present business environment. 
Plans for a pair of retailers were uncertain; however, they were confident of their ability to be 
flexible in providing alternative retail products in the future. 
In summary, the fifteen textile retailers in Antigua, Guatemala operated in an 
environment deeply influenced by internal and external factors. The travel warning issued by 
the United States embassy in Guatemala during the course of this study had enormous effects 
on textile retailers and the artisans who produced their products. This period of low tourism 
illustrated how Guatemala's economy was affected by outside forces. 
Retailers established their businesses in response to their humanitarian and personal 
interests for profit; desires to fill a void in the market demand; and as a means to diversify their 
businesses. Moreover, it was very apparent to me that many retailers had a strong attraction to 
textiles products, which influenced the founding of their retail establishments. 
Some retailers regularly used available forms of advertising to attract new customers to 
their shops. Advertising was expensive and not always the best method of drawing customers. 
Many retailers strongly believed that shop location was the best form of advertisement. A 
central location near the central plaza or on main streets having a great deal of foot traffic was 
optimum. Finally, textile retailers maintained plans to expand their businesses, improve shop 
ambience and products, and continue to provide work for local artisans. 
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Products 
One of the goals of this study was to learn how retailers acquire products for their 
shops and understand the role that product development plays in product acquisition. Among 
the 15 retailers in this study, on a daily basis, their time and energies were dominated by 
developing and sourcing products for their shops. Across the interviews, themes of product 
exclusivity and product quality emerged from retailers as important and persistent concerns 
upon which many of their activities and decisions were based. 
Shop Conceptualization 
How retailers conceptualized their retail businesses was closely linked to the products 
they carried. Three groups of retailers einerged. One group of retailers conceptualized their 
shops around product or fiber categories; another around souvenirs and artistic expression; and 
a final group focused on symbols of Guatemala. For the first group product categories 
included, but were not limited to, native costumes and textiles, home textiles, sportswear, 
clothing separates, yardage, handcrafts, and accessories. As examples, one retailer described 
his store as, "a reference point for native costumes." Another retailer conceptualized her 
business around wool fibers. 
Other places have a little bit of wool, but I don't think anybody else does much 
business in wool and certainly nobody has the quality of textiles that we have in 
wool. [8] 
The second group of retailers believed their products functioned as souvenirs, or 
mementos of Guatemalan weaving. A retailer in this category described. 
Many people love them [cocktail napkins] because they are fine little examples 
of weaving... People who don't even understand the weaving think they are 
pretty anyway. But, if you happen to appreciate the weaving, each one is a 
wonderful example of backstrap weaving. [14] 
These retailers attracted customers by offering a range of handcraft products at a variety of 
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prices. One retailer in particular expressed his intention to target all male and female tourists 
from children to adults. A retailer, whose store was focused on Guatemalan arts and crafts, 
expressed the desire to meet the needs of all customers creatively, whether they were textile 
collectors or tourists. 
You have to go with the flow. I mean, so much is not available anymore and 
then you have to have some things that are not so expensive because eveiything 
that is old or traditional [is expensive]. Now they [old textile objects] will 
become more and more expensive and there are some things you don't get 
anymore. So we just have to do some innovations. We tiy to sell only 
Guatemalan products... [12] 
A final group of four retailers conceptualized their shops in terms of tipica. Ti'pica was 
a term used often in Guatemala to generally describe handcraft products made in the country. 
Retailers noted it was a "catch all" phrase with both positive and negative connotations. 
Tipica at its best commercial level is encouraging and perpetuating traditional 
techniques and craft designs. At its worst level, tfpica is stylized cofradia plate 
designs in Rasta colors. [6] 
Depending on the retailer, ti'pica represented commercialization, low quality, tourist products, 
export products, Guatemala, or hand-woven cloth made by backstrap or foot loom. 
Retailers in this third category described their shops as tfpica shops, or as shops 
offering tipica products, "nontypical tipica," and "not the same ti'pica." For a pair of retailers 
who described their products as both ti'pica and nonti'pica, they interpreted their shop and 
products as representing an "upscale Pana," referring to the export production center of 
Panajachel neai' Lake Ati'tlan in the Western highlands of Guatemala. 
It's not a design house. We're not doing fancy clothes. We're doing upscale 
Pana; basic clothes in better quality, better sewing, and buttons that aren't 
supposed to fall off; actually designs full cut, preshrunk and all that. [7] 
In addition to their ti'pica products, these retailers also carried apparel made of handwoven cloth 
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in solid colors that were nonti'pica products. The retailers who described their shops as 
carrying nontypicai ti'pica and "not the same tipica" sold products made of hand woven cloth 
produced using Guatemalan hand weaving techniques; however, the fabrics and patterns 
appealed to an external consumer. 
Retail Customers 
In addition to shop conceptualization, retailers' knowledge of customers' desires also 
influenced product acquisition. A combination of intermittent tourists and local repeat 
customers frequented the retailers' shops. Indeed, five retailers depended upon their local 
repeal customers for regular sales. 
We have a lot of repeat customers; local repeat customers. Thank goodness. 
Some people buy all of their wedding presents here. That is certainly helping 
us out right now with the slow down in tourism; local folk. [14] 
For retailers who focused on traje, their customers were often collectors and museum curators. 
In contrast to regular customers, occasional customers tended to "shop around" before making 
a purchase. These customers were generally passing through Antigua either as their first or last 
stop in Guatemala or they were language students studying in Antigua. Two retailers believed 
the customers who visited their shops did so at the beginning of their trips and at the end to 
make last minute purchases. 
Retailers also targeted specific customers based on focused product criteria. One 
retailer specifically catered to large sized customers because she believed there was little apparel 
available for large sized persons visiting Guatemala. Two shop owners held the opinion that 
their shops attracted individuals with a "social agenda." Social agenda customers preferred to 
buy merchandise that was not mass produced and that was made by indigenous people who 
had been treated well by retailers. Another retailer described her patrons as individuals who 
had European and American tastes. Middle class Guatemalans also liked her apparel because 
the clothing did not reflect an ethnic or Indian appearance. 
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Retailers conceptualized their customers as having a variety of tastes and preferences. 
Some were searching for mementos of Guatemala that could be described as souvenirs. Some 
customers who wanted "Guatemalan looking" products often desired them for gifts. Others 
did not want anything that looked like tipica. One retailer commented on how fussy customers 
generally were. When it came to home textiles, patrons wanted products that did not vary and 
that looked identical. This retailer believed that customers did not understand the uniqueness of 
each product that was handmade on a backstrap loom. Finally, high end customers desired 
novelty products, such as beautifully designed and woven home textiles that made a visual 
statement. 
Product Assortment 
Product acquisition. Textile retailers acquired products for their shops using three 
primary methods. The most common means of product acquisition were in-house product 
development and textile production, followed by direct purchases of finished products from 
individuals or groups, and then consignment. Thirteen retailers were involved with in-house 
product development that provided maximum control over products. In fact, one retailer 
categorized the products in her shop as full control, limited control, and no control of 
production. Some retailers actually designed complete product lines for their shops, whereas 
others used a more casual approach, adding textile items as they saw a need. Two retailers 
acquired products for their stores as a by product of wholesale production. However, one of 
these retailers occasionally designed and produced apparel specifically for her stores. Also, a 
few retailers regularly sold production samples in their shops. Details of the product 
development process are provided in the next section. 
An alternative method of production, used by a handful of retailers in this first group, 
was to contract production by providing principal materials'^ to another individual who then 
Materials include, but are not limited to. fibers, yarns, fabric, and findings (e.g., buttons, threads and 
buckles). 
103 
developed and produced items to the retailer's specifications. Although less control of 
production was available when goods were contracted, one retailer did not produce these items 
in-house because some items required special machinery (i.e., for accessories made with 
pigskin) that she did not own. A pair of retailers described their experiences in sourcing 
materials that could potentially be valuable for product development at a later date: 
We did this thing with blankets, wool blankets. They have these wool blankets 
up in Chajul that look like Southwestern blankets. They are beautiful blankets. 
So the word go out that we paid ...a high price for blankets. So, all of those 
people started showing up from [all over]. We had never seen them before. 
The people showing up with all those blankets, they didn't have enough money 
to buy tickets from here [Antigua] to Chajul. I just had this idea that I wanted to 
make pillows, some bags, or some jackets out of them. I still have to make 
them, I just never got around to them. It ended up that everyday there were 
people coming with huge bags, so we would ... take two or three. Then we 
had to stop and say no more because they were showing up from everywhere 
with blankets. It was incredible. But it is [a] really interesting thought that if 
you want something and you have a little bit of time, you can put the word out 
in the right places and then all of a sudden all these people will start showing up 
with hundreds and hundreds of what it is that you want. You have to explain to 
them that of course you weren't buying them [for yourself]. If you would tell 
these people that... you have them in storage, sitting around, they would go 
nuts. You just say, "I had an order, I needed fifty. I've got fifty [and] I don't 
need anymore," otherwise they would never understand. That they understand, 
but, no that... I bought them because I wanted them; because I felt that the 
blankets could potentially have some commercial value and that they were real 
nice. That is what I do with a lot of folk arty sorts of things. [7] 
Placing orders and receiving merchandise was an important and time-consuming part of 
a retailer's daily activities. Orders and deliveries were interdependent. Very often when a 
delivery was made by an individual or group representative, the next order was also placed. If 
no order was given to an artisan at the time of delivery, that individual usually inquired about 
an order the next time he or she was in Antigua. When an item was needed by retailers in 
between deliveries, retailers would call or telegram the individual or group involved. 
There was always some uncertainty on the part of retailers whether orders would be 
filled on time and as requested. Because of the dubious nature of deliveries, retailers were 
forced to spread out orders among weavers, place larger orders than required, switch to 
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dependable weavers, or reorder a part or all of an order. These actions caused retailers to 
invest additional time and money for materials. Unreliable production appeared to be a salient 
feature of textile production in Guatemala due to cultural differences between producers and 
retailers, economic need of producers, and internal and external forces (e.g., a travel warning). 
Retailers believed that reordering textile products from the same weaver or comerciante 
reinforced dependable producers. Reordering of merchandise had to be anticipated by retailers 
before the arrival of the individuals involved. In a particular case, a retailer who supplied yarns 
to ai'tisan groups she worked with combined yarns and recorded the information the day prior 
to the group's scheduled delivery date. This retailer received deliveries almost daily; therefore, 
she had to be very organized and prepared for artisans' arrivals. Because material costs were at 
times prohibitive for artisans, one retailer advanced money to groups to cover the costs of 
materials when they received an order. 
Deliveries were closely monitored by retailers. One retailer indicated that either she or a 
family member made final decisions on any questionable merchandise. This retailer also 
received a steady flow of deliveries all week long; however, deliveries were paid for on 
Fridays only. She allowed artisans to sleep in her factory Thursday nights as they waited to be 
paid the following day. Another pair of retailers indicated that it was important to examine 
merchandise so that individuals did not perceive a retailer as being gullible. One retailer 
commented that she never outright accepted merchandise that was offered to her. Every item 
was scrutinized carefully before purchasing. 
The frequency of deliveries depended upon the amount of merchandise being produced, 
the difficulty of the weaving technique or pattern (if it was fabric), the number of artisans 
working on a particular project, the outside responsibilities of each artisan (e.g., additional 
agricultural activities), the time frame of the retailer, and the nature of the item being produced. 
Many larger comerciantes owned trucks with which they delivered completed merchandise; 
however, the majority of individuals delivered their goods by walking and/or riding a bus. In 
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contrast, a pair of shop owners who had a very small shop preferred to go to the artisans or 
workers to pick up merchandise. They believed that artisans' time was better spent in 
production, rather than travel. For backstrap weaving groups, which were mainly women, 
both artisans and their husbands delivered merchandise. Usually if the artisan group was 
located a veiy long distance away, men would deliver the merchandise. 
The second method of product acquisition was through direct purchases of completed 
products for resale in retail shops. A few retailers depended heavily on their purchases to stock 
their stores, whereas others used textile sellers to buy only occasional items. Factors that 
influenced retailers' decisions to purchase items were future availability, quality, age, and 
tradition of item; sales turnover; type of design; and finally, the fit of the object in the product 
assortment of the shop. In addition, retailers purchased items to accessorize their in-house 
produced textiles or that contributed to the ambience of their stores. The majority of retailers 
(n=l 1) acquired textile products for their shops by making purchases from individual artisans, 
selling-oriented comerciantes-'', artisan groups, and in commercial centers. Individuals who 
sold items directly to retailers, were indigenous and Ladino artisans and comerciantes and 
foreign artists'' who produced handcrafts. 
Purchasing of finished products for resale was described by retailers as providing them 
with the least amount of control since production often took place in distant locations. 
However, a number of retailers were successful in exerting some control over products offered 
by these individuals by making suggestions about the products that they were interested in. 
For example, one retailer asked artisans to look for particular cofradia items, men's traje, and 
babies' and children's huipiles that were uncommon. Many vendors appeared to be keenly 
aware of the type of products desired by a particular retailer. One retailer recognized that 
Some retailers referred to these individuals as proveedores or vendedores, otherwise defined as individuals who 
supply and sell, respectively (Vox Modern Spanish and Enplish. 1994). 
The term "artists" was applied to foreigners who produced craft products because it was the word utilized by 
retailers and the individuals themselves. 
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vendors visited a number of shops offering the same products to other retailers. This retailer 
was bothered by the fact that other retailers in Antigua sometimes purchased and sold the same 
items at lower prices than she did in her shop. Similar to in-house production, sometimes 
retailers called or sent a telegram to an individual if particular items were needed, rather than 
waiting for periodic visits by vendors. 
Although the majority of retailers purchased apparel and textiles products from artisans 
and selling-oriented comerciantes who visited retailers at their shop or homes in Antigua, two 
retailers traveled to commercial centers located in the Western highlands to locate and purchase 
textile products for their shops. One retailer purchased native textiles from individuals who 
sold products in an cirtisan market and the other retailer purchased Western-oriented products 
from the many shops available in the major trading center of Chichicastenango. In addition, 
another retailer made regular visits to selected artisan villages in the highlands. This retailer 
indicated she had a few contacts in numerous villages who identified and procured native 
textiles for .sale. 
Finally, in the third method, four retailers obtained a smaller portion of their textile 
products through consignment. One retailer indicated that consigned merchandise came from 
individual artisans and cooperative groups that she wanted to help economically. The same 
retailer allowed members of artisan groups who made products exclusively for the shop to 
consign their personal items as well. Another retailer left, "a general shopping list for 
employees to keep their eyes out for," in his absence. In contrast, there was one retailer who 
was strongly opposed to selling consigned merchandise in her shop simply because she didn't 
like that method. For this retailer, items were either purchased or not acquired. 
Product Development 
Sources of ideas. Retailers involved in product development utilized an array of 
sources as inspiration for their product designs (Table 5.2). Personal ideas, fashion 
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Table 5.2 Sources of Product Ideas 
Source Number of retailers 
Retailers 9 
Fashion magazines 7 
Customers or clients 6 
Develop with artisans or comerciantes 5 
Television 4 
Other retailers 3 
Traditional weavings 3 
Art and art books 2 
Direct mail catalogs from United States' companies 2 
Fabrics purchased in United States 
Interior design magazines 
Peers and associates 
Conferences 
Fashion newsletter 
Existing garments 
Market 
Nature 
United States trade shows 
N=14 
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magazines, and customers' or clients'^ ideas were the most frequent sources for new product 
ideas. The most common source of product ideas was from the retailers' personal inspiration. 
An indigenous retailer believed that his designs originated from his ancestors. A retailer who 
regularly developed new textile products, mentally stored ideas until she needed them in the 
future. When new artisan groups approached her to make products or novel products were 
needed for the shop, her ideas were utilized. Another retailer said that she used pattern 
slopers^ as the foundation for new ideas, and for adding and taking away elements. A retailer, 
who was an artist, developed her designs using a pillow form because a pillow was an 
adaptable medium by which to explore new designs. One retailer who enjoyed designing her 
own products described her approach to creativity. 
[I] like to keep designing new things that work well. I'd like to create this 
marvelous little world that has room for a lot of new thinking, work with 
textiles, and looks that you can do with cotton. So that it develops its own little 
heartbeat and [results in] fabrics designed and dyed well and it creates a real 
demand for excellence. [ 1 ] 
Personal experiences of retailers such as heritage, travel, and cultural activities also fostered 
new ideas. An indigenous retailer believed that his family's designs originated from their 
ancestors. 
This type of design has come from our ancestors. It is a tradition that has been 
conserved. For example, they leave us this tradition and we continue it so that 
it doesn't disappear. [4] 
Media, such as magazines and television were used extensively as resources for new product 
ideas. In addition to the fashion magazines, programs like MTV and CNN Style were cited as 
providing novel ideas for retailers. 
^ For this study, I distinguished between customers and clients because textile retailers in Antigua commonly 
used the term customers when they referred to their retail business patrons and clients when they referred to their 
wholesale patrons. Because many retailers' wholesale and retail businesses were linked, I included both groups. 
^ A pattern sloper is a basic pattern used as the basis for style or design changes. 
109 
Retail customer and wholesale client input were readily solicited and accepted by 
retailers. Sometimes retailers would ask to borrow an item that belonged to a customer because 
the retailer thought it was a viable design (e.g., a dress or skirt). Other times customers and 
clients asked for a new item to be sewn for them, hence an idea that began as a customer 
request appeared as an item in a shop. 
She said, "The skirts were really nice, but I have a skirt. I'll bring it back." So 
she brought me back a skirt and blouse designed by Issay Miyake. It's a very 
strange and mai-velous piece. She said, "I will give it to you and I'll come back 
and pick it up at six." So I ran it to the factory and said make me a pattern, 
rapido, rapido, and they did. Now we have a new skirt in the line courtesy of 
that very sweet woman who looked at our fabrics and thought this would work 
for that [product]. [1] 
Often textile retailers would collaborate with artisans and comerciantes to mutually 
develop an idea to fruition. One retailer explained that as she described her ideas to the lulisan. 
he would visualize and enhance her original concepts. Other artisans were given pattern 
slopers and asked to develop them further, whereas one retailer indicated that she held 
mini-contests among her weavers. This retailer offered monetary incentives to the first weaver 
who could translate a novel idea or design into a new textile product. 
One retailer described occasions when she asked artisans to bring all their old weavings 
to a meeting for new design inspirations. 
When we [get] together with the group from the beginning, we say "Bring all of 
the old weavings that you have" and they bring them and they say, "This is [an] 
antique; this is old; this was my grandmother's." [11] 
For a few retailers, motifs and patterns were chosen from old weavings to be used in new 
products. Sometimes only one motif was isolated and repeated in a weaving. In other cases, 
old weavings served as prototypes for new textile products. For instance, one retailer 
converted single textile objects that had been made on a backstrap loom into footloomed fabric. 
Adaptations were made in the form of new colors and color combinations. 
1 1 0  
For a few retailers, local and national markets were a source of new product ideas. 
They searched out apparel items that had been poorly made and copied them. However, they 
emphasized that their products were higher quality than the original. They improved the fabric, 
style, sizing, proportion, and workmanship in the new textile products. 
Materials. Guatemala was a vast and rich resource for the materials that were 
required by retailers who produced their own textile products. New materials such as metallic 
threads and acrylic yarns had been introduced into Guatemala during the previous ten years. 
Additionally, foreign colors such as pastels and dye processes, such as overdyeing in purple, 
had appeared in the last decade. More recently, eaithtones, overdyeing of brown and orange, 
and Rasta colors (i.e., black, red, yellow, and green combinations) were common. However, 
despite the rich resources, textile and apparel producers were consistently limited due to 
unstable and fluctuating availability of all materials that formed the basis for production. 
The majority of materials and products came from areas in the highlands of Guatemala 
(Table 5.3). Many towns had yarn shops or markets where cotton and wool fibers and yarns 
were available. However, both well-known and more obscure shops who sold predyed yarns 
faced the same problems of low yarn quality and dyeing. One retailer believed there were only 
three large companies who produced high quality yarn in Guatemala. Another retailer noted 
that yarn quality, especially cotton, had steadily declined because of high production and 
demand. Additionally, it was rare that yarns were handspun from fibers or respun from 
factory yarns as they had been in the past. 
Retailers with large scale production or financial resources bought undyed yarns and 
had them dyed or bought predyed yarn in bulk from a reputable supplier. Dye lots were 
purchased in ten pound increments; therefore, the cost was prohibitive for many retailers 
andcirtisans. However, even these retailers continued to have problems with consistent dye 
colors. For example, the same green varied in color when purchased each month. I 
experienced first-hand the problems associated with variable dye lots when I assisted a retailer 
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Table 5.3 Sources of Materials and Products in Guatemala Utilized by Textile Retailers 
Department Number of Retailers 
Totonicapan 8 
Guatemala 6 
Baja Verapaz 4 
Chimaltenango 4 
Quezaltenango 4 
Quiche 4 
Solola 4 
Alta Verapaz 3 
Huehuetenango 3 
Sacatapequez 3 
San Marcos 3 
Others 3 
in combining yarns for an order. One hue exhibited at least eight different shade variations, 
which presented a challenge in matching left-over yarns. Excess yarns from previous projects 
accumulated and additional monetary resources were spent because retailers were forced to 
invest in new yarns before using all of their extra yarns. One retailer who was required to 
match eight colors in four different fabrications for a large order, bought undyed yarn and 
worked with artisans to dye yams herself. After she obtained the desired colors, yarns were 
sold to artisans to be woven for a specific large project. 
The cost of materials and fabrics was an important determining factor for retailers. 
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Competition among suppliers and producers was high, hence prices were very competitive, to 
the detriment of artisan incomes. A retailer described the situation surrounding fabric 
producers, 
I also do think that they are going to have to charge more, which is going to 
wipe them right out of the market. They're paid around eight quetzales'^ a yard 
for their dress weight fabrics. What is that, $1.35 in dollars? Threads, dyes, 
those things cost about the same here as they do anywhere else. The only way 
that they [textile products] become cheap is by the labor. [ 1 ] 
Sample making. Once an idea was formed, retailers translated it into a sample with 
the assistance of artisans, production staff, or associates. A retailer who developed both fabric 
and apparel preferred to work directly with key artisans to develop new fabric. In contrast, she 
worked with her own factory staff and wholesale clients when developing novel apparel 
products. Another retailer who worked closely with artisan groups developed new product 
ideas herself with the help of in-house seamstresses. A third retailer, who made accessoi^ 
products, worked closely with artisans to conceptualize and develop the first sample. This 
retailer indicated that it was unusual to have a first sample turn out poorly and have to be 
redone. In contrast, many retailers, expressed their need to remake a sample numerous times 
before they were satisfied with the final product. Moreover, sometimes apparel samples were 
also made in various sizes (small, medium, and large) to determine fit for an assortment of 
body shapes and sizes. 
Once samples were finalized, they were often tested in retail shops. In fact, six retailers 
tested products for salability by making a small number of items in a range of colors and 
fabrics for their first production run. If test items did not sell, retailers would remerchandise 
products, move them to different stores (if they owned more than one store), remake them in 
different colors or fabrics, or possibly redesign items. For a few retailers who owned multiple 
A quetzal its part of the Guatemalan monetary system symbolized by Q. At the time of this study, the 
exchange rate was approximately Q5.6 to a United States dollar. 
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stores distinct merchandise assortments were maintained for separate stores. 
In general, many retailers acknowledged the necessity to develop new products 
continually to meet the needs of external consumers and to distinguish their products from 
those offered by other retailers in Antigua. One exception was a pair of retailers who said. 
"We don't change products too much, we change people. I mean, every week we have new 
people." Two retailers indicated that the small size of their shop allowed increased flexibility in 
product development. 
The retailers noted that a range of new apparel, accessory, and household products had 
been developed in recent years, many of which related to nonlndian cultures. Textile objects 
identified by the retailers and myself included those for apparel, accessories, and home use 
(Table 5.4). Guatemalan producers were faced with external demands for textile products that 
looked less typical of Guatemala. One retailer commented that textile production in Guatemala 
had moved toward both increased product variety for one apparel category (e.g., a variety of 
skirt styles) and a larger range of externally-oriented textile items and apparel. Additionally, 
traje was being combined to form contemporary products such as vests made of cortes and 
huipiles or Western-styled jackets made of traditional ikat fabrics. 
Besides new forms and uses, motifs were larger, as were garment sizes. Larger sizes 
and roomier clothing, designed for a Western-sized body, had become available. New textile 
fabrications were noted, such as heavy-weight, double-cloth, and upholstery fabrics; new 
light-weight fabrics such as caladas] more solid and textured fabrics; and combinations of 
fabric and leather products, such as bags, shoes, and belts. Finally, fashion trends and fads 
intextile products had become increasingly important. Fads, such as hackysacks'" and wrist 
bracelets had recently come and gone. 
Hackysacks are small, colorful, crocheted balls filled with pebbles or rice that are used to play a game where 
the ball is bounced off parts of the body to another person. 
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Table 5.4 Externally Influenced Textile Products 
Apparel Accessories Home Linens 
bathrobes backpack bedspreads 
blouse bag blankets 
children's clothing belly pack cocktail napkins 
coat belts dish towels 
dress camera bags hammocks 
jacket camera straps napkins 
pants checkbook cover oven mitts 
shirt cosmetic bags pillow covers 
shorts crystal necklace placemats 
skirt fabric covered shoes rugs 
t-shirt fanny pack table runners 
vest glasses case 
glasses strings 
hackysack 
hair accessories 
hats 
jewelry roll 
passport bag 
purse 
Rasta hat 
wrist bracelet (pulseras) 
tablecloths 
Textile Production 
Textile production took place in diverse environments and involved an assortment of 
processes. Thirteen of the fourteen retailers were involved in limited-to-extensive textile 
production. Nine retailers maintained or were associated with factories or workshops that 
produced textile items solely for the retailer. Textile production occurred in the homes of 
artisans, comerciantes, and retailers; factories; and workshops. 
In general, production was time-consuming for retailers. For retailers involved with 
backstrap looms, production was limited because backstrap weaving is a time consuming 
process. In contrast, yardage made by foot loom was generally ordered in 120 yard 
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increments. For example, if a large order was placed with a comerciante who controlled ten 
artisans weaving on ten looms, he could be given a 1200 yard order. When fabric orders were 
placed with individual artisans, a 120 yard bolt of fabric was usually ordered. Individuals who 
had their own in-house production of yardage could stipulate the exact number of yai'ds 
desired. 
For externally-oriented apparel production, sewing took place mainly in factories, 
workshops, and retail environments, often using industrial sewing machines. Some 
businesses consisted of only a few workers, while other firms were large, with up to 50 people 
involved in different phases of production. One retailer who focused on accessory items 
produced bags that were sewn in a workshop whose total production was purchased by the 
retailer and her family for their businesses. 
Production of native costumes and textiles usually took place in the homes of 
indigenous peoples and was generally not controlled by retailers. However, one retailer was 
able to guide production of some native costumes and textiles. This retailer was very specific 
about the color combinations and designs that she purchased and occasionally had artisans 
produce a specific item for her that she defined as traditional. For example, this retailer carried 
jackets from the village of Solola, some of which had been previously worn and others that 
were "made up" for her. 
Examples of retailers' textile product acquisitions. Since production varied widely 
among retailers, four examples are provided to illustrate the range of approaches used by 
retailers. In the first example, a pair of retailers, who had apparel produced for their shop, 
designed the first garments themselves. They also located all of the materials and engaged 
individuals in a local workshop to sew their products for them. Each product was made from 
start to finish by a single person and the retailers spent a great deal of time overseeing the 
production of individual items. From time to time, they had a bolt or two of fabric woven for 
them; however, the majority of their fabric was purchased from comerciantes or large 
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wholesale shops located in Guatemala City. Many of their small textile items, such as fanny 
packs, were purchased wholesale to be resold in their shop. 
A second retailer utilized three methods to produce the range of products in her shop. 
This retailer initially spent a great deal of time teaching an artisan how to dye yarns using both 
natural and synthetic dyes. Over time, she had worked very closely with one artisan and his 
family to develop woolen blankets. The artisan procured materials and wove the product. 
Family members assisted with washing, brushing, and finishing of products. Another product 
category, rugs, was ordered through a comerciante who visited the shop weekly. Orders were 
placed for size and color. Also, new products were requested. The comerciante with whom 
this retailer interacted was very unreliable; therefore, many production requests went unheeded. 
However, because his products were high quality, this retailer chose to continue working with 
this particular comerciante. In the third method, cut and sewn apparel products were produced 
in a small v/orkshop consisting of a few workers. Designs had been negotiated between the 
retailer and a skilled tailor, and finished items were occasionally added to the store assortment. 
Finally, a third retailer, who focused on household textiles, maintained her own 
workshop of approximately seven artisans who made the majority of her products. In addition 
to workshop production, two artisans wove yardage on foot looms that were located in their 
homes and one artisan produced ikat yarns. Otherwise all other production processes (e.g., 
rugs, small home items, and elaborate finishing details) transpired in the workshop. Materials 
were purchased by the retailer from a yam supplier who offered predyed yarns and custom 
dyeing of yarns. Daily, the retailer interacted with each artisan in her workshop. The retailer 
gave instructions about production details and priorities to a key individual with whom she had 
worked for many years. In turn, this individual instructed other artisans and selected and 
distributed yarns for various projects. 
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Product Pricinp 
Retailers operated in a competitive environment, which caused them to be veiy cai'eful 
about their pricing strategies. Material costs in Guatemala fluctuated greatly, especially for raw 
materials, such as wool fibers. Pricing strategies reflected retailers' need to price 
competitively; yet, at the same time make enough profit to stay in business. From my 
observations, profit margins appeared to be minimal for all retailers even though a few low end 
retailers believed that high end retailers selling "luxury items" were making substantial profits. 
The following examples of three pricing strategies serve to demonstrate retailers' varied 
approaches to product pricing. In the first example, a retailer who focused on native costumes 
acquired products through direct purchases and consignment of textile objects. A 100 percent 
mark up was taken on purchased goods and a 50 percent mark up for consignment goods. The 
retailer noted that the prices he paid for textile objects were well below mai'ket prices; 
consequently, he was able to pass those savings on to his customers. This retailer's approach 
for consignment items was unique. Artisans were allowed to ask what ever price they desired 
for the item plus 50 percent more for the retailer. If the item remained in the store for three 
months and did not sell, the owner's asking price was reduced by 10 percent. If an additional 
three months passed, the price was reduced again. Individuals who owned the consigned 
goods could withdraw them from the shop at any time if they felt the prices were too low. 
A .second retailer, who produced the majority of her textile products in-house, 
determined loaded costs and then added the desired profit margin to arrive at the retail price. 
Profit margins ranged from eight to ten percent. Loaded costs included all of the costs 
associated with production of the object such as materials, labor, and overhead (e.g., electricity 
and rent). Consignment items v.'ere marked up 50 percent over asking price and purchases of 
small items were marked up 150 percent. The difference in pricing between consignment items 
and purchased objects was due to the investment of money by the retailer in purchased items, 
whereas no investment occurred with consigned merchandise. 
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Finally, the third example of pricing strategies illustrates the methods used by a pair of 
retailers to price in-house produced merchandise. The cost was calculated and multiplied by 
two plus 10 percent. The additional ten percent covered the costs associated with a sales tax 
levied by the Guatemalan government and small expenses incurred by the retailers in the course 
of running their business (e.g., the cost of gas for their vehicle). 
Product Exclusivity 
One of two overarching production-related themes that challenged retailers during the 
course of running their businesses was product exclusivity. Product imitation was prevalent 
throughout Guatemala; copying occurred very rapidly, as exhibited by the following retailer's 
experience. 
1 went to Chichicastenango with a couple of friends of mine and one of them 
had a couple of vests that she wanted to copy. They were already in 
Guatemalan fabrics, but she wanted different fabrics. I was walking around... 
and I thought, "I think I'll go see how the vests and jackets [are doing]. So I 
go in and I say, "What have you got like this?" He said, "Today, I just have a 
couple new pieces that I'd like to show you," and he pulled out my friend's 
vests. And I said, "Did [she] just leave those with you? How dare you .sell 
them to me. This is the piece she would like to have made and maybe not have 
[them] copied for at least a couple of weeks, at least until you get hers made. 
"Oh," he said, "If we're going to make them for her, we might as well make 
more." [1] 
Copying of textile objects had become especially widespread in the past five years and was 
thought by retailers to be the result of foreigners who had brought apparel items with them to 
be replicated by producers in Guatemala. Although copies often resembled the original, they 
were not duplicated faithfully (e.g., materials, quality, cut, and style), thereby lowering the 
quality of the imitated item. For individuals who had actually developed new textile products 
for their shops, the outcome of rapid imitation was decreased potential for profit. As a result, 
some artisans, comerciantes, and retailers were hesitant to invest their resources (i.e. time , 
money, and energy) in product development because it often took months or even years to 
develop a new product that was then copied in a matter of days. 
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As a result of widespread copying, establishing or retaining product exclusivity was a 
daily challenge for the majority of retailers. Copying or borrowing of ideas was particularly 
widespread in Antigua. Retailers described Antigua as a community lacking creativity and 
progressiveness in design; a place where products exhibited very few changes and were copied 
quickly; and an environment filled with too much competition. The majority of textile products 
in Antigua were perceived as looking similar. Retailers had very little creative control over 
their products, because individuals posing as customers could buy an item and have it 
immediately copied. Products were available in shops and markets before a few days had 
passed. 
For five retailers, product exclusivity was particularly salient because, with the intense 
competition in Antigua, exclusivity differentiated their products from others. One retailer 
commented that it was easier to sell textile products when they were different from competitors' 
products, whereas another retailer believed that product exclusivity allowed him to set his own 
prices for his products because they were unique. In contrast, another retailer believed that 
product exclusivity was not important if a retailer carried high quality products. For her, 
product quality was more important than exclusivity. 
Despite their concerns, retailers believed that it was desirable for producers, retailers, 
and wholesalers to copy products because they didn't have to invest their own resources in 
product development. Retailers believed that individuals from all sectors of the textile 
production system in Guatemala contributed to copying of products. Determining who was 
responsible for copying was difficult. Sometimes duplicating or making something that 
resembled another person's designs occurred by coincidence because many people in Antigua 
used similar sources of inspiration. Although artisans told retailers they maintained product 
exclusivity, retailers were regularly offered products that had been made for someone else. 
One retailer noted that if an artisan or comerciante offered to sell her a 120 yard bolt of fabric 
she had not ordered, it probably had been rejected by another retailer. Even when retailers had 
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high production levels and were able to keep many artisans weaving exclusively for them, they 
had problems maintaining product exclusivity. 
It's [product exclusivity] not going to happen, I've dealt with that, its Just never 
going to happen. I just hope to be faster. For example, I have a new fabric 
that's being developed now and it's a new design and we're doing it only in one 
weaver's home. We have fifteen looms and it's not going to get out of his 
house for six months and then everybody else can start seeing it. I promise 
you, as soon as it hits the street it will be in all these other stores. But, it's 
under lock and key, I mean no ones seeing it or knows about it... And if this 
thing ever gets big I have to put it in San Marcos, I have to because that's where 
I can get my biggest production, but I'm not putting it into San Marcos until my 
client really [is] assured that he's got the leverage on the market. [5] 
Although retailers did not like to be copied, a few readily admitted to copying designs 
themselves. Some believed they improved a design when they replicated it. Another retailer 
indicated she used others' designs as inspiration for larger textile products. Finally, one 
retailer believed that copying was permissible as long as the final product was changed and 
looked different from the original. 
If it's someone that I know...I'll ask sometimes, I'll say "Well whose is this?" 
and usually it's when they're coming and selling you a roll of fabric because 
there's something wrong with it. It may be something I've seen in the door of 
[their] shop or something like that. Or I don't even ask him. I'll say "Who do 
you make these for?" and sometimes he'll tell you. Like the guy that's there 
now, [he has made the fabric for] someone in Guatemala City. I don't know 
who it is. But, I change them enough so that they're not the same thing now. 
[3] 
Retailers combated product copying by taking extra precautions, such as limiting production, 
maintaining full time work for artisans, eliminating sales of products that were being imitated, 
and by continually developing and/or acquiring unique products. 
Quality in Guatemalan Textile Products 
The concept of product quality emerged from retailers as a second production-related 
theme that permeated all aspects of their businesses. Retailers expressed concern that, with 
exports, large quantities of poor quality merchandise left the country every day, destined 
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primarily for Japan, the United States, and Europe. Once foreigners had bad experiences with 
low quality Guatemalan merchandise (e.g., dramatic shrinkage, dyes that run, poor durability), 
they would not be inclined to buy more. Another retailer described the same phenomenon as "a 
one shot deal." 
Low quality. Retailers attributed low quality products to high volume industrial 
production, exports, tourism, influence by intermediaries, and explosive population growth 
within Guatemala. A host of characteristics were attributed to low quality textile products 
(Table 5.5). Besides structured details of a textile item, nonfast dyes and inconsistent dyeing 
were considered by retailers to be some of the main sources of poor quality textile products in 
Guatemala. In fact, a few retailers remarked that dyes had been better in the past; colors had 
been more intense and long lasting; and dyes had been used for smaller production runs. Low 
quality was affected by the economic need of artisans to produce products more quickly and the 
availability of low quality materials. Also, one retailer felt that "indoctrinization and change" in 
villages greatly affected the production of low quality textile products in Guatemala. Many 
Indians were no longer learning to weave, especially at a young age; years of practice by 
artisans were no longer devoted to the art of weaving. Additionally, external interests and 
activities, and mass production had instigated change away from hand production to more 
mechanized forms of production, such as using machine spun yarns and sewing machines. 
High qualitv. Textile products also exhibited product characteristics that were the 
antithesis to those of low quality. Retailers noted that high quality textile objects contained 
more complicated and a greater number of designs. Other retailers focused on the combination 
of technical and creative aspects as contributing to high quality. All retailers concentrated 
uponthe goal of maintaining high quality textile products in their shops. In fact, for a few 
retailers obtaining quality items was more important than paying a little more for an item or 
production. 
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Table 5.5 Characteristics of Low Quality Textile Products 
Textile Products & Yardage Apparel 
Dyes that run 
Excessive shrinkage 
Fabrics not prewashed 
Garish color combinations 
Hanging, loose yarns 
Machine-produced 
Poor fit 
Poor sewing 
Sizes not accurate 
Very little ease 
Holes 
Inconsistent repeats 
Knots 
Misaligned yarns 
Nonuniform weaving 
Not first quality threads 
Poor finishing 
Snags 
Synthetic fibers 
Thin for type of fabric 
Too open for type of weave 
Width of fabric less than standard 
Oualitv control. Quality control was maintained through careful selection of 
producers, control of production, procurement of products, and careful review during product 
delivery. Also in-shop measures such as sewing, laundering, and mending assisted in quality 
management. 
Because product quality was an important issue for all retailers, retailers often went 
through a series of steps when receiving merchandise or considering textile products for 
purchase. The deliveiy process was labor intensive for retailers and their employees. 
Characteristics that retailers examined as indicative of quality were consistency of design and 
weave, consistency across a set of merchandise (e.g., six placemats), loose threads, size of 
design, weaving and fini.shing techniques, evenness of selvages, yarn alignment, item width, 
yarn quality, and the presence of stains. The following retailer described her requirements for 
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making purchases of native costumes and textiles. 
For me quality finishing refers only to the traditional way of finishing the 
product. When they start the weaving on the backstrap loom on one end and 
then turn it around and come together, all of the finishing, or if they make 
sashes they make finishing of tassels or macrame. That is a very important 
aspect when I choose textiles; also,... the way of weaving. For instance, if you 
have two sashes, you can see by the hand of the weaver which one is made by a 
good weaver and which one is not. If you have a sash very well made, it is 
straight on both sides and that is because when they weave they have a little 
bamboo stick.. Everybody has it, but they don't [all] use it. They pin it and 
they go up and up ... but if they don't constantly [move it] then you get these 
cups in the thing. We also look for the tightness of the weave; for the thread 
quality... Each village has a different way of quality. Some of the villages 
have wonderful quality and others don't and you never will achieve it. Also, 
the rancia for instance, when they make the randa we look for that. If it is well 
done. If the weaving is blistered we don't take it. If there is a hole in it, we 
don't take it. If threads are broken, we don't take it. [12] 
After purchasing, the same retailer examined the article, washed or dry-cleaned and mended it, 
if necessary, before the textile product was offered for sale. 
Another retailer had key employees who regularly received merchandise from artisan 
groups. Their receiving process was lengthy and consisted of the following steps. 
• Merchandise was brought to the stores usually in large plastic bags by group 
representatives. Within each large bag were smaller plastic bags with each artisan's 
weavings, left over yarns, and on a small piece of paper, the name of the artisan and 
the number of finished items. If the weaver desired to communicate directly with 
the retailer, a note was also included in her bundle. 
• Textile products from each person were examined separately. Each group of 
products was examined for size of item, size of design, consistency of design in each 
item and set of products, quality of weaving, loose threads, alignment of yarns, 
finishing, and stains. If problems existed, they were noted on a receiving form next 
to the weavers name. 
• All finished products and extra yarns were then weighed. Weighing inhibited 
individuals from holding back yarns that had been supplied by the retailer. For each 
project, the retailer was knowledgeable about how much the original yarns weighed 
and how much the yams and products should weigh after a small amount of material 
had been lost in the weaving process. 
• Products were graded by first, second, third, and fourth quality and artisans' pay was 
calculated by the individual or combined grades assigned to their products. 
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• After all the merchandise from a group was received, each weaver's total pay was 
calculated and placed in a separate envelope. The retailer believed that paying 
weavers individually was important because there was a history in Guatemala of 
group representatives absconding with members' money. 
• Weaving or production errors were shown to the group representatives and new 
yarns were supplied to be taken back to the village and distributed to artisans. 
• Finally, any communications from the group were attended to and a new delivery date 
was noted. 
Customers and qualitv. Product quality was thought by retailers to differentiate one 
shop from another for customers. However, a few retailers noted that some customers did not 
recognize high quality merchandise and questioned why prices were higher. 
People that don't have a trained eye for quality don't see the difference. They 
say," I can go and get that in the market and cheaper," and 1 say, "Fine, go 
look for it." Very often they will come back and say, "You are right, it's not in 
the market." [14] 
Many retailers who offered high quality textile products believed that tourists visiting 
Guatemala were shifting away from low quality goods and beginning to focus more and more 
on high quality products. Customers regularly expressed their satisfaction with the products 
they recognized as high quality. 
Retailers also considered how future directions of Guatemalan textile production would 
affect Indians. One retailer hoped that the beautiful textiles the country was known for would 
be conserved. Other retailers desired Indians to continue wearing their native costumes. The 
continuance of hand production was also important for many retailers. Educating local, 
national, and international customers and individuals in general about the uniqueness of 
Guatemalan textiles was also salient. Increased interest in Guatemalan textiles was thought by 
one retailer to serve as a catalyst for Indian pride. 
125 
In summary, textile retailers focused much of their energies on their products. They 
conceptualized their businesses mainly around their products and their characteristics, such as 
fiber or functions that they exhibited. Retailers also had to contend with the ebb and How of 
tourist customers. They depended on local customers for repeat business. Merchandise was 
often oriented towards a specific customer base. Their assortments were acquired by a variety 
of methods that included in-house production, direct purchasing, and consignment. 
Retailers who produced textile objects, used a range of sources for product 
development ideas. Some ideas were gleaned from catalogs and fabric swatches that were 
obtained during trips to the United States. No retailers utilized international services, such as 
color forecasting and fabrication services available to individuals or businesses involved in 
global textile and apparel industries. In fact, few were aware of the existence of these services 
Many ideas were internally generated by retailers and inspired by their personal experiences 
and tastes. Sourcing materials, making samples, and testing of products were the first stages 
of introducing new textile products into their shops. These are similar steps that United States 
apparel producers may take, but perhaps on a larger scale. 
Change was clearly evident in textile products. Both external and internal influences 
contributed to change. Economics appeared to be the overriding influence in change. Artisans 
needed income, individuals took advantage of increasing tourism, and new global markets had 
been opened, all of which contributed to change within textile products and production. 
Textile production varied widely among retailers. Some firms were very small, while 
others were very large. Both product exclusivity and product quality were important concerns 
guiding textile production and acquisition processes. Maintaining exclusivity was not possible 
for retailers; however, they attempted to control it as much as possible. Product quality 
affected retailers in nearly all aspects of their daily activities, including interactions with 
artisans, ordering and procuring products, production, and receiving merchandise. Achieving 
and sustaining product quality in their shops was a constant goal of retailers and a great deal of 
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both time and money were spent toward reaching the goal. 
Retailers believed that product quality would have to increase in the future if Guatemala 
was to continue producing viable products. Shifting away from low quality production to high 
quality production was needed. Although that wish was a lofty one, retailers believed it was 
the only method that would sustain both commercial and personal production of Guatemalan 
textile products. 
Establishing and Maintaining Relationships 
Building strong relationships with artisans, artisan groups, comerciantes, factory 
owners, employees, and other retailers provided the critical base from which textile retailing in 
Antigua evolved. The connections often included an affective component exhibited by the 
retailer through a love of textiles and a deep sense of cultural understanding and compassion 
for individuals. These linkages were established and maintained through a variety of formal 
and informal methods using verbal, written, and visual forms of communication. 
Relationships were founded on loyalty, fairness, and appreciation of individuals' 
contributions, but there also existed a delicacy to relationships which, at times, could be easily 
disrupted. 
Background Experiences of Retailers 
Retailers brought a range of experiences to tlieir roles as shopkeepers in Antigua. Few 
retailers had formal education or training in textile design or production. Rather, these retailers 
learned about textiles mainly through trial and error, making mistakes in the course of operating 
their businesses. Some of the challenges faced by retailers with limited textile expertise were 
the inability to lead weavers in new directions and the dependence on others for design and 
production expertise. However, by the time they were interviewed for this study, many of the 
same retailers exhibited broad, general knowledge of textile production that had already been 
acquired through running their businesses and other experiences. 
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There were, however, a few retailers who were very knowledgeable about textiles. 
They had gained their expertise through familial ties to textile production, interest in and 
exposure to textiles at an early age, or direct work with indigenous people. In fact, one retailer 
described herself as a student of the Indians; everything that she knew she had leiu-ned from 
them. 
Many retailers described a strong attraction for Guatemalan textiles. They appreciated 
beautiful, handmade textile items. For a few retailers, not only were they inspired by 
Guatemalan textiles, but they understood the important functions textiles played in Guatemala 
as an element of culture and as a means of income generation. These retailers enjoyed the 
challenge of learning more about textiles and often were collectors of fine textiles themselves. 
Cultural Understanding and Compassion 
Understanding the culture of the indigenous and Ladino artisans and comerciantes with 
whom they interacted ranged broadly among the textile retailers. Retailers with a deep 
understanding of indigenous culture recognized that cultural differences existed between 
themselves and artisans and comerciantes. A few retailers described artisans and comerciantes 
as having a "different mind set"; they believed that sometimes an indigenous or Ladino 
perspective was better than their own. Other cultural factors acknowledged by retailers as 
potentially influencing textile production were artisans' participation in activities, such as 
religious and civil ceremonies and agricultural activities. 
Textile retailers were very aware of the many economic challenges faced by artisans and 
comerciantes. For example, subsistence needs of food, potable water, and health services 
were often unavailable for artisans in their communities. One retailer described conditions that 
existed for the impoverished in Guatemala, 
The mother and the father came in one day to borrow money to take the child to 
the doctor and I said, "Let me look at the child," and she was obviously 
severely malnourished so I took them right over and they didn't want to leave 
the child behind ... and then they looked at another child. That child was four, 
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she weighed nineteen pounds. It was shocking. They had a two month old, 
and he weighed five pounds, he looked like a little old man. They unwrapped 
that bundle in the hospital and the nurse said "This child is staying too." [14] 
Besides subsistence needs, seasonal exigencies like buying seeds to plant a crop were also 
common. 
One retailer was very active in a rural development program that raised funds and 
provided materials and resources regularly for whole communities. This individual had been 
involved in social programs for many years and especially so during the aftermath of the 
devastating 1976 earthquake in Guatemala. The retailer realized the need to, "help people gel 
back on their feet." The same retailer had a pool of money available for artisans to use for 
individual and community needs, such as health emergencies and purchasing fertilizer. She 
also acknowledged that assisting artisans to make salable textile products served as sustainable 
development rather than charity. 
Besides occasionally lending money to producers, a few retailers also aided artisans in 
becoming capitalized. Some textile retailers purchased equipment such as foot looms or 
sewing machines for artisans and allowed them to pay back the cost of the items over a period 
of as long as two to three years. Another retailer not only paid artisans for their work during 
product development phases, but also gave artisans a Christmas bonus each year. Retailers 
often showed incredible patience and willingness to invest their own time, knowledge, and 
resources in product development start-up, as illustrated by the following remarks. 
I gave them little bits of thread to each one and said "weave a small piece, full of 
weaving." ...That was the first attempt that wasn't so great, [but] a couple of 
them were nice. ...I gave them a little bit more thread and 1 said, "do two," [I] 
didn't even mention the measurements the first time because sometimes you 
confuse people by giving them too many, or just all at once. The second time I 
gave them each a measuring tape and marked on it because they can't read most 
of them, [I] just put a mark, so I am glad the children can read [to] kind of help 
them... [they] kept getting the size right and then we did, I guess a half dozen 
and then a dozen, and ...then we did a dozen. Then we started criticizing the 
quality of the weaving. You sort of have to get all of the elements working 
together. It is just slow because here you are working with a couple of women 
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that have to go transmit what you said, what you think they understood to the 
other women. So, very often I go out to the village and meet with them and 
say, "This is nice, this is not nice," ...That is why it takes so long. It takes a lot 
of'patience. This is like the sixth or seventh delivery that they had done. 
We've been working with them for at least a year and one half. The last few 
deliveries have been good, but the last delivery has been the best. [14] 
Through these processes strong relationships developed between the retailer and individuals 
and groups. A retailer made the following comment about relationships," I just like having an 
ongoing relationship with people. They just end up being your friends." In general, retailers 
gained a deep sense of satisfaction from their relationships with individuals with whom they 
worked. They enjoyed the regular interactions, pleasurable feelings evoked from helping 
others, and the close relationships they established. 
Communication Strategies 
To build relationships, retailers used a variety of communication strategies that 
consisted of verbal, written, and visual methods. Heaviest reliance was on verbal exchange, 
with Spanish as the main language of communication. Only two retailers spoke indigenous 
languages, either a little Cakchiquel or fluency in Quiche by one indigenous retailer. However, 
Spanish was the commercial language of choice for most discourse. In fact, two retailers 
indicated that indigenous people who wanted to commercialize gained more power within their 
village and had more opportunities if they were able to speak Spanish. 
At times, simply translating ideas across cultures was troublesome for retailers. Almost 
half of the retailers, all foreigners, described themselves as having limited command of 
Spanish. However, from my observations, retailers were generally proficient Spanish 
speakers. Sometimes it was the reverse, where the artisans or group representatives had 
rudimentary Spanish skills. In those cases, retailers used a combination of common Spanish 
words and the simplest forms of speaking to give precise instructions. Artisans and 
comerciantes with little education had particular problems articulating and understanding what 
was being communicated to them by a retailer. A few retailers mentioned the costliness of 
1 3 0  
mistakes when a miscommunication occurred. One retailer who had high production levels, 
noted that if an individual simply did not understand, the work was not given to that weaver. 
In general, however, retailers were very willing to work with artisans and give them verbal 
feedback on products, especially during product development phases. 
Written communication took a variety of forms. Some retailers chose to use informal 
methods by writing down quantities or general instructions. Others used formal systems such 
as order forms and written descriptions as a means of providing exact instructions and 
establishing a legal contract with an artisan. A few retailers wanted artisans to view themselves 
as business partners and a formal order was a means of communicating to the artisans the 
retailers' commitment to place an order and pay the amount promised. One retailer had gone so 
far as to develop a detailed order diagram to enhance communication of product orders together 
with an artisan . The same retailer would fill out an order form for each rug she ordered from a 
comerciante so that each weaver received his own instructions rather than relying on the 
comerciante to transmit the instructions. Written instructions occasionally included a 
designated pattern, thread counts, and dimensions of textile products, in addition to the usual 
item description, quantity, color, delivery date, and price. 
Visuals also enhanced communication. Two dimensional diagrams and drawings were 
commonly used. Retailers even used scaled paper and color designations to translate their 
ideas. One retailer indicated that "...a lot of fabrics begin with a piece of paper and a set of 
magic markers." Some retailers even provided thread samples, a sample product, or photos. 
For one order, one retailer went so far as to visit all of the yarn suppliers in Salcaja to find a 
certain color yarn and presented it to the producer. In general, retailers believed that a 
combination of verbal exchange with written and visual forms of information increased 
accurate communication. 
Many retailers were committed to devoting a considerable amount of time toward 
establishing working relationships. Retailers met with artisans and comerciantes weekly. 
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biweekly, or monthly; or on a scheduled day when textile products were delivered (e.g.. every 
Thursday). Either the retailer, key employee, or relative communicated directly with ailisans as 
indicated by the following, "For example if I know a group is coming in today I wouldn't stay 
at home. I would come and meet with them even if it was just briefly." or "But one of us has 
to be there when they're receiving fabric on Friday. If not, the person who is in charge may 
not be willing to take the fabric because he has got a question about it." In addition to 
consistency of interactions, sometimes retailers slowly and deliberately expanded 
communication to transmit ideas, as illustrated in the previous quote about retailer patience. In 
that example, threads were first given to artisans to be woven into any type of weaving; 
instructions about measurements, size and consistency followed. Finally, the quality of 
weaving was critiqued. 
Breakdowns in communication did occur. In fact one retailer admitted that she 
expected them to occur. Another retailer, who worked with Ladino artisans, believed that it 
was more difficult to communicate with artisans who were indigenous because they often 
spoke very little Spanish. In a few cases retailers admitted to giving incorrect instructions or 
being unclear about directions. 
And when I speak in a muddy fashion, I communicate badly. I think that 
sometimes I haven't been clear enough and the weaver thinks he knows what I 
mean. Then he brings something and it's absolutely terrible. Sometimes he has 
gone out on a limb too with his own initiative. [1] 
Other miscommunications occurred due to artisans' or comerciantes' individual personalities or 
retailers' perceptions of individuals of a particular community or language group. Occasionally 
a comerciante or artisan would be inaccessible for a time or would be very difficult to interact 
with as reflected in the following, "He is very, very bright but very difficult... all the time, [a] 
difficult personality." Other times a particular group of people was thought to be naturally 
difficult to interact with, 
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But they had given up on buying anything in Momostenango, the people are 
just incredibly independent. [8] 
Well, I have noticed that the villages that had a lot of conflict during the civil 
war are villages that don't seem to get their groups together either. ... the 
Cakchiquei, in terms of the different tribes of Mayans, the Queches are famous 
for being hard to deal with and being very independent and the Cakchiquels are 
easier to get along with, the Queches are probably a little bit harder to get along 
with. [The] Mam are hard to get along [with]. Certain villages, even within the 
same municipio, were the villages that have had the most conflict. [14] 
Occasionally communication was accurate, but an artisan or comerciante did not respond for 
any number of reasons, 
Sometimes people bring you things and say, "Well, this is what you wanted" 
and you know perfectly well, if you look at their order you can see that you had 
written specifically what is wanted. But, they've either forgotten, not been able 
to get that particular item, [or] they've brought you something else. And 
because you are a foreigner, they think you'll take it [thinking], "I'll just 
convince you it's your fault." [1] 
Finally, in addition to intentional miscommunications, sometimes communication was not 
understood due to product ideas that were culturally bound. Product characteristics such as 
uniformity, size, or function were difficult for some producers to conceptualize. 
Generally, they [products] are not that difficult. It is just that you are dealing 
with things that aren't even in their [Indian] culture. For example, they don't 
use placemats. It doesn't make [any] sense to them why a dozen placemats 
should all be the same size. So that is the concept that is hard to get across, 
once they get it, then they understand why, but they don't use placemats. Why 
should they understand that? I think so much of the weaving that is done in 
Guatemala through the years and traditionally, it is one of a kind items. So the 
idea of uniformity is a little bit foreign. [14] 
Relationship Building 
Retailers devoted substantial time and effort to building valuable working interactions. 
For a few retailers the process of building relationships resulted in their conceptualization of 
themselves and interactants as teams or families operating within the production system. 
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When the factory is working and money is coming in and the shop's doing well 
and people love the things, I just feel like we're the best team in the entire 
world. And the customers are part of that team, too...Then I feel that 
everything that everyone has done from the weaver right through, it is 
functioning well. Its a good little machine that we've got there. Everybody has 
done their best... [1] 
One informant was a member of a family-owned and operated business. Their business 
revolved around familial relationships consisting of parents, children, and extended family 
members. The majority of the products in their shop was made by family members located in a 
highland village. Production and marketing decisions were made by the father who also lived 
in the same village. Instructions were communicated to the son weekly and deliveries were 
made two to three times a month. 
Strong relationships between retailers and artisans or artisan groups were veiy 
common. Indeed, there were a few retailers who were committed to supplying regular work 
and buying all of the production of an individual or group as exhibited by the following 
retailer. 
Only with groups with whom we have a commitment... We offer them a secure 
nicirket and feel committed [to them]. Anything that they produce we will have 
to try to acquire. We are committed to the groups that are a part of [us]. The 
rest we are not bound to. These are either groups or individuals from which we 
would accept products only on consignment. [11] 
One retailer noted that she gave work to her regular weavers instead of new ones. She also 
attempted to be fair to artisans by spreading available work among a number of weavers, rather 
than giving orders to only a few. From retailers' points of view, regular artisans had security 
in part because of the steady work that retailers provided. Also, in the case of a few retailers, a 
great deal of responsibility was entrusted to key individuals and the retailers stood firmly 
behind their employees' decisions. 
In addition to loyalty and fairness, some retailers assumed a large amount of production 
responsibilities, which allowed artisans to devote themselves only to weaving. Although they 
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would have liked artisans to take on additional responsibilities, retailers did not force them to 
do so. The same retailers provided development opportunities like workshops on quality 
control or community development projects. They preferred to guide artisans rather than direct 
them and made a concerted effort not to interfere in artisans' lives. 
Retailers showed a deep appreciation of an individual's or group's work and were very 
willing to give opportunities to new or ongoing persons. But, on the other hand, if 
opportunities had been given by the retailer and individuals had repeatedly not shown their 
willingness to cooperate or be dependable, a retailer moved on to work with others who were 
more receptive. 
Relationships were not without their difficulties. There was a tenuousness to the 
associations that could easily be affected by cultural or outside factors. Often times economic 
elements and foreigners played a role in the breakdown of relationships. For example. 
The Japanese were buying like dynamite and they were going and cutting things 
off people's looms and paying them more money for it. So a lot of people 
missed production that year because everything got bought and taken away. 1 
blame them [foreigners] because that's the American way. But I can see the 
difference and a little bit more money is helpful when you're in that situation. 
[5] 
There were also a few retailers who considered that individuals with whom they regularly 
interacted had limited loyalties and given more money, as in the previous case, or an 
opportunity to abscond with equipment, they would leap at the chance. A common theme 
among retailers was the perception of many artisans or comerciantes who would take advantage 
of retailers if permitted. Even artisans or comerciantes who had substantial opportunities to 
earn money working with a specific retailer would opt for the short term ability to make quick 
money and not consider the long term effects of no longer receiving orders from a retailer. 
When they get it to me and I ask them [about thread quality], they swear they 
made it [using] first [quality] threads. I'll watch their face turn pink as they go 
back to the pila to wash it. ...Oh, it does [happen] a lot the first time and they 
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never come back. It happens so many times, people are stupid. I mean you 
know, why would they risk that? They could have permanent...jobs. [5] 
Compositions of Salient Relationships 
Retailers established a variety of significant relationships with individuals. The 
composition of relationships included the retailer and artisans, comerciantes, employees, 
production associates, suppliers, and/or peers. Multiple relationships were common between 
one retailer and a variety of individuals. 
I have three or four people that 1 pretty much rely on to do all my sample 
making. Now, they don't normally do anything else. They don't learn to 
reweave at all, but when it comes to developing a sample they're about the only 
ones that I really trust. [5] 
The following descriptions serve to illustrate salient characteristics of each relationship 
composition. 
Retailers and artisans. Retailers regularly developed important linkages with key 
indigenous and Ladino artisans and artisan groups. Artisans often had limited education, but 
were described as very talented in their creation and execution of designs. Their personalities 
varied from being very agreeable to difficult. But a common thread was the pride they took in 
their work. For example, weavers were viewed by retailers as enjoying weaving. Retailers 
desired to work with artisans who were skillful, honest, responsible, and could maintain high 
quality production. Retailers who had established meaningful relationships with artisans 
valued the artisans' creative contribution, dependability, and honesty. 
This man who does the blankets is a jewel, a prize, and I treat him like a king. I 
mean never, I shouldn't say never, but he will hardly ever ask for a raise in 
price. One of the things, when I was dealing with him directly every month, 
I'd always ask him, "How is the price?" and if he said well he can stand it or he 
can manage then I'd start asking more detailed questions and we'd raise the 
price. Because, I mean he's a jewel, he's just a jewel, unique and that's why 
he's got a unique product I suppose. [8] 
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Although retailers often exhibited strong loyalties and commitment to key artisans and 
comerciantes, these individuals were perceived as having limited reciprocal loyalties to 
retailers. Artisans' loyalty appeared to be greatly affected by economic need and cultural and 
outside influences as exemplified in the following statement. 
[Financing looms] didn't really affect it [relationships with artisans] because 
they feel that they paid for it and if they want to work for somebody else, they 
work for somebody else. I don't have anybody that feels totally beholden to 
me, not a one. I mean they would be loyal up to a point. As long as I'm a 
stranger... [5] 
Some retailers preferred to work with individual artisans or artisan groups rather than 
comerciantes. These retailers favored direct relationships rather than using an intermedial^ 
because an intermediary was viewed as self-profit oriented and as someone who may take 
advantage of many artisans' lack of education. Additionally, retailers enjoyed the interactive 
relationships and working directly with artisans to develop products. 
Very often, decisions to work with artisans versus comerciantes were based upon the 
need to control different aspects of production. For instance, a retailer who had high 
production levels largely worked with male comerciantes who were knowledgeable about foot 
loom production. However, when it came to the need for decorative handwork, she worked 
directly with groups of women who embroidered or crocheted because they were 
knowledgeable and skillful at decorative embellishment. This retailer would periodically work 
with artisan groups for a few days developing products, thereby ensuring the items were made 
exactly to her specifications after initial interactions decreased. 
Although retailers were generally profit-oriented, some retailers had less need to make a 
profit. More specifically, the retailers who had smaller productions and were less 
profit-oriented appeared to take more time to develop a new product. These retailers spent 
more time developing relationships with artisans and were less likely to choose artisans based 
upon their ability to produce items in a given period of time. One particular retailer allowed 
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artisans to make limited creative decisions, such as the use of motifs and designs within a 
product, to set their own production time frame, and to distribute weaving materials to 
individual artisans. The same retailer supported individual artisans who had left an artisan 
group to pursue an education. This retailer had built meaningful relationships with individuals 
who were members of artisan groups with whom she worked. 
Retailers as artisans. Rather than working with individuals they deemed as artisans, 
a pair of retailers considered themselves to be the artisans in their production processes. They 
defined artisans as having a creative component to their work. Focusing on this characteristic, 
retailers believed their contribution was the creative process whereas other individuals who 
worked for them as "assembly persons" put things together, sometimes using a "modular" 
approach. The retailers worked with an occasional outside lutisan or comerciante, but it was 
the retailers' creative contributions that defined their work. Additionally, retailers who 
operated as artisans had more control over production and were able to satisfy one of the 
retailer's highly selective nature. 
Basically we do not have much contact [with artisans]. We are gatherers. We 
gather stuff up and then we put it together, we are the artisans. Or the arty 
people that decide how it is going to be. So we don't interact with anybody at 
all. ...The other problem is that I am so finicky about stuff, that I have to make 
the decision exactly how it is going to be or I make the original myself and then 
people go from there. I also do a lot of the selecting from the art. I go through 
and select, maybe out of a pile of things, I select three pieces. [7] 
Retailers and comerciantes. In addition to establishing relationships with key 
artisans, retailers also maintained close associations with comerciantes. Some retailers 
interacted with comerciantes occasionally; others preferred to work closely with comerciantes 
over artisans when they had a choice. Described by retailers as individuals who finance 
production, buy and sell products made by artisans, possess a range of production capabilities, 
and understand foreigners, comerciantes often had been artisans themselves and had extensive 
knowledge of weaving processes. One retailer described comerciantes as individuals who play 
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an important role in Guatemala by traveling to artisans who did not have access to markets. 
Being a comerciante required a different type of creativity than being an artisan: a comerciantc's 
creativity was commercially-oriented because they faced a great deal of competition in the 
mai-ketplace. Two types of comerciantes emerged in this study; selling and production-oriented 
comerciantes. 
Many comerciantes were vendors who bought or gathered textile items on consignment 
from individuals in rural communities. Also called producers, vendors, or suppliers, these 
selling-oriented comerciantes occasionally visited one retailer after another or situated 
themselves in high tourist foot traffic cireas. 
All our suppliers are pretty well known to us and we know that they sell in 
other places so that doesn't make any difference. I am aware of the fact that 
they have to live and we cannot absorb everything that they offer. So we buy 
from, let's say this man from Chajul who I know sits in the park and sells 
exactly the same product, offering in the park [what] he wants to sell to me. 
But I don't care because he has to make a living... [12] 
Many of these selling-oriented comerciantes were well known to retailers, having worked with 
them for many years. 
Besides selling-oriented comerciantes, retailers also worked with production-oriented 
comerciantes who maintained their own levels of textile production. One production-oriented 
comerciante could easily control the quality, quantity, and output from thirty artisans weaving 
on separate looms in different locations. An advantage of working with production-oriented 
comerciantes was that retailers with large production needs were not required to locate and 
interact with every artisan who made products for them, thus reducing the time needed to 
interact with large numbers of producers. Time management was very important for retailers 
who were also involved in exporting textile products and who ordered thousands of yards of 
fabric at one time. Also, retailers who had less knowledge of production tended to rely heavily 
on the expertise of the production-oriented comerciantes from whom they commissioned work. 
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The relationships that retailers maintained with production-oriented comerciantes tended 
to be based on strong mutual trust for one another. Retailers placed substantial orders with 
comerciantes and, in return, the comerciantes controlled production, maintained product 
exclusivity, and made timely deliveries when possible. One retailer described the close 
relationships she sustained with a number of comerciantes, often sitting down with them at the 
loom to design new textile products together. "Like this one man in San Marcos, I can just go 
sit, he has the patience of Job. He will let me sit there at the loom and we can change and do 
everything." Moreover, the retailer compensated comerciantes for their time and effort, paying 
them more quetzales per yard than the going rate. The comerciante also knew that a substantial 
order could result from one of these product development collaborations. This retailer tried to 
keep product development requests to a minimum, not wanting to overburden the comerciantes 
with whom she worked. 
By working closely with production-oriented comerciantes, retailers found it easier to 
place large orders, maintain product quality, and achieve delivery of finished goods on time. 
Product deliveries were often a source of stress in relationships because retailers had time 
constraints they had to work with, especially for their export businesses. If a comerciante 
consistently did not deliver on time or failed to make deliveries, a retailer would often terminate 
their relationship and look for another supplier or producer who was more dependable. One 
retailer in particular cited ongoing problems with a comerciante who understood her requests, 
but simply did not care to follow them. He was undependable and they occasionally had 
fallouts, but later tended to re-established their relationship. 
Retailers and emplovees. Retailers worked with a variety of employees in their 
businesses. Employees performed duties as shop salespersons and managers and as factory, 
production and management personnel. Particular employees often held key positions in a 
production facility or shop and retailers allowed them a great deal of responsibility in their 
businesses, 
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They [artisans] know that those two men have worked with me for a long time 
and they are perfectly responsible to give an order and that 1 would back them 
up even if it turned out to be something that we didn't need, I'd still buy it. 
...[Also, they] have absolute carte blanche to say no to a fabric or to say yes to 
a fabric. [1] 
Additionally, the length of time an individual spent in the employ of a retailer enriched 
communication processes. 
Employees were usually found through word of mouth. Almost half of the retailers 
faced challenges in identifying acceptable employees in Antigua. There appeai'ed to be a 
continuous stream of employees who came and went in a number of businesses, as 
salespersons did not stay long. In contrast, one retailer did not have similar problems with 
employees because his shop was staffed by family members. 
Some of the desirable qualities that shop owners looked for in salespersons were 
individuals with intelligence and outgoing personalities; flexibility, honesty, and reliability; and 
ability to speak English, sell, maintain the store environment, and construct displays. A pair of 
retailers went so far as to pay for English lessons for their only employee, reasoning that not 
only was it beneficial for their business, but the employee enjoyed learning new skills and 
expanding her abilities. One retailer voiced her concerns about finding employees, 
I'd love to find people who really enjoyed selling and who really like the 
products. It's not always possible in a town like Antigua because I really do 
prefer, in the shops, to have English speaking people. But, [I would like to 
find] people who are outgoing and know how to arrange displays, who know 
that the clothes are supposed to face a certain way. In Spanish, they call it 
chispa, a little spark. [ 1 ] 
One retailer believed she was the best salesperson for her shop. She had extensive selling 
skills and had a vested and real interest in the merchandise. According to the same retailer, one 
of the problems with shop employees was their general lack of interest in the business. 
Shop employees had a diverse range of responsibilities. The most common duties were 
to attend customers, sell merchandise, answer questions, maintain displays, clean the shop. 
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mark products, and execute stock counts. Some shop employees had additional 
responsibilities, such as limited purchasing, placing of orders, and receiving merchandise 
deliveries. For example, one retailer had two key employees who not only received textile 
products, but also made regular purchase decisions for the shop. Six retailers had store 
managers who coordinated employees and merchandise as well as other store activities. Some 
store employees were given flexible work schedules, whereas a few retailers had employees 
who worked every day the store was open. One retailer, who desired to be very fair to her 
employees, had employees work weekends, but they worked alternating weekends. Even 
when employees were required to work Sundays for this retailer, they worked half rather than 
full days. 
Retailers offered opportunities for feedback and evaluation of employees. A few shop 
owners had regular employee meetings. Assembling employees allowed retailers to discuss 
problems and issues related to the daily running of their retail businesses, such as low sales, 
shop merchandising, and stock shortages. Another retailer, who was a former educator, rated 
her employees' performance on a weekly basis using a form that had been specifically 
developed for this purpose. Ratings focused mainly on customer service, visual 
merchandising, use of time, general employee attitude, and interactions with other employees. 
Retailers and other kev people. Retailers also established meaningful relationships 
with other key individuals such as family members, production associates, and suppliers. 
Many of these individuals were quite talented in their respective jobs and their skills were 
highly valued by retailers. In one case, a production facility was owned by an individual (i.e., 
production associate) who manufactured the majority of this retailer's apparel products and 
upon whom the retailer relied upon for his design and production expertise. 
Retailers and peers. Linkages between retailers in Antigua varied. Intense 
competition tended to limit potential interaction, but there were some retailers who had close 
relationships with other shop owners. One pair of retailers shared ideas and producers as 
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described below; yet, other retailers were less likely to do so, exhibiting a wai'iness ol" 
interaction with other retailers. 
[We] are part of a new wave, as we choose to look at it. Well, we don't feel 
competitive or jealous of each other. A lot of shops here, they'll practically bar 
the door if you walk in. They don't want you to see their lines. We share 
weavers. We share ideas. ...We may use fabrics that are similar, but we really 
try not to buy the exact same fabric, but we'll do a variation on the theme. And 
out of respect for each other, we don't duplicate anything the other one's doing. 
...we share things like that because we know that there's enough respect in 
friendship between ourselves that we suggest each other's shops to people. 
That doesn't happen much [in Antigua] and it isn't going to. The old guard 
[retailers] here really are very, very careful about who sees what they're doing 
and who doesn't and I'm not comfortable going into their shops even to look 
around, maybe I'd want to buy something. You know, they wouldn't be 
comfortable even if I did buy something. They'd start wandering by to see if I 
had copied it. [1] 
Four retailers were very good friends and regularly interacted with one another both 
personally and professionally. They appeared to hold a strong mutual respect for one another 
and each other's endeavors. One of the.se retailers occasionally helped out another by carrying 
her colleague's products in the shop at a nominal cost. A similar product exchange existed 
between the colleague-retailer and another shop owner. 
Building strong relationships with artisans, artisan groups, comerciantes, factory 
owners, employees, and other retailers provided the critical base from which textile retailing in 
Antigua evolved. Understanding and compassion for individuals with whom retailers 
interacted ranged from simple acknowledgment of culture elements to full understanding and 
involvement in development activities. Communication strategies consisted of combinations of 
verbal, written, and visual methods; retailers were creative in developing systems of 
communications such as order forms and a slow building of product characteristics over time. 
Retailers maintained strong linkages with individuals, sometimes over the course of 
many years and, although retailers thought they were very loyal to producers, loyalty was not 
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always reciprocated. Some retailers preferred working with artisans knowing that they were 
making a direct impact rather than working through an intermediary. The less profit-oriented 
retailers appeared to invest more time with each artisan or group with whom they worked. 
Time allocation and profit orientation greatly affected the individuals with whom retailers 
established relationships and the amount of time devoted to each person or group. Some 
retailers preferred working with comerciantes when possible to reduce the need for interaction 
with every artisan, However, meaningful relationships continued to be important for them as 
well. Retailers with elevated levels of production depended upon their relationships with 
comerciantes. Key comerciantes not only provided high quantities of finished products, but 
also served as creative collaborators. In addition to artisans and comerciantes, retailers 
established strong relationships with other key people. Essentially, it was the existence of all 
compositions of relationships on which retailers' founded and maintained their businesses. 
Tradition 
As one of three overarching themes, tradition emerged as a construct by which retailers 
organized, operated, and thought about their businesses. Conceptualizations of tradition 
ciystallized from retailers' responses to direct questions; they were also volunteered repeatedly 
in dialogue across a range of other topics. The discussion of tradition is presented in four sub­
sections. First, retailers held several general views about tradition. Second, retailers 
associated a range of specific cultural, product, and production characteristics with tradition in 
Guatemalan textiles. Third, a number of shop owners acknowledged and focused on the 
constant change or evolution that tradition undergoes through time. Finally, large-scale 
production was considered by a number of retailers to substantially affect the traditionality of 
textile items. In remaining major sections of the chapter, continua of traditionality and a 
grounded theory of tradition are introduced. 
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General Views on Tradition 
As one of four general views on tradition, retailers commonly believed that textile 
traditions symbolized the essence of Guatemala; weaving was considered an art form and a 
means of creative expression by Guatemalan artisans. Weaving of textile objects and icons 
associated with Indian production, use, and significance, were seen by retailers as symbolic 
and meaningful for producers. One retailer described the symbolism inherent in Indian textiles. 
The weaving was actually woven by a woman. Those are original pieces that 
were woven for themselves to use and wear and they are a representation of 
whatever it is that the woman wanted to say because each one you can read 
differently. ... A huipil has meaning. A huipil, even if it is a cheap huipil, is a 
representation of something that I would say is traditional, [it] is connected with 
something else. There is a reason why they use what they use, the designs that 
they use, the colors they use, [and] the weaving techniques that they use. [7] 
In a second theme, retailers believed that tradition was linked with the past in both veiy 
defined and less prescribed means. For example, one retailer was deeply involved with ethnic 
textiles and identified textile traditions as those characteristics or elements that existed prior to 
mechanization and before industrial influences. 
So what has been changing in the tradition of the textiles is not the way they 
make it but some introductions of new things that are not the Mayan tradition or 
the Indian tradition, [but that] which is from the industrialized world. [12] 
For another retailer, who was an indigenous person, tradition was related to the preservation of 
the customs of his ancestors. 
Tradition is something like a custom that explains society, that is obligatory so 
we don't lose the tradition. [It] is to preserve, above all what our ancestors 
had... They leave us that tradition and we follow it... so it doesn't disappear. 
[4] 
The third general view, continuity of tradition was a recurring theme among retailers. 
Through production and use of textiles, traditions were conserved. Age old weaving 
145 
techniques contributed to tradition as well. The age of a textile object affected the item's 
traditionality. Even copies of antique textiles were considered by retailers as traditional. A 
retailer who produced contemporary fabrics on foot looms acknowledged the existence of 
traditions that were linked to the past and with indigenous people. Furthermore, she 
conceptualized tradition as an inspirational source from which elements were selected from the 
past and present to form new products. 
But tradition probably refers to the past, it refers to taking the same symbols, 
taking colors, taking any inspiration of the past in Guatemalan textiles. But, 
even choosing from the past there have been many other revolutions all the 
time... Textiles in Guatemala... is like a language of the artisan. It varies so 
much because it depends on what they want to say. ... So for example, 
somebody like me, I am out of the tradition [Indian tradition], [but] I am in the 
tradition because I am in Guatemala and I am inspired by Guatemalan textiles. 
But, it is like, I don't have a problem with the past, it doesn't reflect upon my 
products, but for example, in the evolution of the textiles it is like I said, part of 
the language, it is part of life, it is very much intrinsic to the culture. [9] 
Finally, ti'pica was discussed in broad terms in an earlier section; however, the idea of 
tfpica and its link to tradition was salient for retailers. For two retailers, tipica preserved or 
represented tradition in Guatemalan textiles. A number of retailers believed that tipica was 
inspired by, originated from, or was a stereotype of traditional textiles. Ti'pica was thought to 
be a more general term for referring to textile crafts, whereas tradition was more precise and 
specific. In contrast, there were a few retailers who firmly believed that ti'pica did not represent 
tradition at all because ti'pica was poorly made, whereas traditional textiles were not. In fact, a 
few retailers believed that ti'pica in its worst form hurt traditional textiles by negatively 
representing the rich heritage of Guatemalan textiles. One retailer remarked that the boundary 
between tradition and ti'pica was unclear at times. 
Beyond these general overviews, most retailers agreed that tradition was a difficult 
concept to define precisely. A few retailers commented that my questions concerning tradition 
in Guatemalan textiles served as a catalyst for them to analyze their beliefs about tradition. 
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Tradition was conceptualized as involving numerous factors, including the type of product, 
community, function of the product, time frame, and individuals involved. 
Distinguishing Characteristics of Tradition 
Retailers identified a list (Table 5.6) of characteristics that contributed to the tradition of 
a textile object. They ranged from associations with production techniques and materials to 
inherent meaning in a textile object. From all of the characteristics noted by retailers, some, 
such as association with Indian customs and the tools or equipment used for production, 
appeai'ed to be more important to defining tradition than others. 
Function and meaning. More than half of the retailers agreed that native costumes 
(traje, e.g., huipil, corte, and pantalones) worn by indigenous people were the originating 
traditions in Guatemalan textiles. Besides everyday traje, ceremonial textiles such as wedding 
and mourning clothing and those worn by cofradia members held significant meaning 
for indigenous people. Some retailers believed that traje was the only tradition. Through traje, 
Indian people expressed their customs or costumbres. Traje were created by small-scale 
production in native communities and were unique expressions of Indian identity. 
Indians made textile products for both internal and external consumption; however, 
retailers believed that the most traditional items were made by Indians for their own use. 
Whereas trade was not unknown to the indigenous people of Guatemala, it historically had 
been conducted with other Indians for their personal use. One retailer believed that this form of 
internal commercial production among Indians did not affect tradition, but it was when items 
began to be sold to external consumers (i.e., outside of Indian communities to Ladinos and 
foreigners) that textile traditions were affected. 
Identification with a particular area, community, or region was a telling aspect of 
tradition for more than half of the retailers. Retailers consistently linked local culture with 
tradition. To understand the textile traditions of each village, one retailer insisted that one must 
understand the culture of the village first. Each village or region had its own customs that had 
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Table 5.6 Characteristics of Tradition in Textile Products 
Groups of Characteristics 
Function & Meaning: Fibers: 
identification with an area or community cotton 
Indian production silk 
Indian use and function wool 
inherent symbolism and meaning 
Tools & Equipment: 
backstrap loom 
foot loom 
Production Techniques: 
brocade 
embroidery 
detailed finishing 
ikat/jaspe 
hand production 
high quality 
small scale production 
handspun yarns 
specific sizes 
Color: 
colors derived from natural dye 
substances (e.g., plants, trees) 
colors derived from natural processes 
(e.g., natural, brown sheep's wool) 
specific colors associated with a 
community 
defined color combinations 
intense, strong colors 
Decorative Elements: 
design 
motifs 
stripes 
evolved. A village's textiles represented a community's unique characteristics such as 
distinctive colors, color combinations, designs/motifs, sizes, and functions. 
Tradition was also influenced by the function or intended use of a textile object. If a 
textile had a specific function within an Indian culture it was considered traditional. 
Each village has a different manner of wearing too. For instance, Santiago 
Atitlan never had a belt. Like Comalapa for instance, they have different 
dimensions of sashes. If you are pregnant you have a very long and very wide 
sash. If you are young and pretty you have a more narrow sash and not as 
long. If you are an older woman you have again a very wide and long sash so 
you can hold up your figure with a big huge belt. [12] 
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Tools and equipment. The tools and equipment used to produce textile products were 
thought to greatly contribute to tradition in textiles. As one retailer stated, "If you change the 
tools, it's not tradition anymore." Some retailers believed that items made on both the 
backstrap and foot loom were the foundation of tradition: however, a few retailers noted that 
textiles made on a backstrap loom were the more traditional of the two. This simple loom 
existed prior to the coming of the Spaniards in the 16th century, whereas the foot loom had 
been introduced to the Americas by the Spaniards. For the majority of retailers, tools and 
equipment proved to be a salient feature of tradition as expressed by the following retailers. 
Well the tools are not the question,... traditional is always [the] backstrap 
loom. [11] 
The footloomed items [are traditional] because that is very, very important. It's 
not fashion. It's a traditional way of weaving too. Although it comes later than 
the telar de palitos [backstrap loom]. Many items of good quality are done 
today on a foot loom. [12] 
Indeed, one retailer commented that the introduction of the foot loom was one of the first 
examples of change in tradition introduced to Guatemala by Spaniai'ds. Weaving processes 
and usage were seen by two retailers as being invariably linked. In a card sorting question one 
of these retailers, who promoted native costumes in her shop, explained tradition in 
Guatemalan textiles as the following, 
I think what we should use as descriptions are traditional weaving and usage. 
That... explains the tradition of textiles and at the same time are original textiles. 
The tradition of weaving goes together with the tradition of textiles;... it's 
combined. [12] 
Production techniques. In addition to tools and equipment, the use of certain 
production techniques was considered by retailers as imparting tradition to a textile object. 
Some of these techniques had been in existence for centuries and retailers associated them with 
tradition in Guatemalan textiles. Techniques included, but were not limited to, brocading, ikat 
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dyeing, embroidery, four-selvage fabrics, detailed finishing, hand production, high quality, 
small-scale production hand-spun yams, and specific sizes. 
For some retailers, the process of hand production was thought to bestow traditionality 
upon Guatemalan textiles. Hand weaving and hand embellishment such as embroideiy were 
considered by three retailers to add to the traditionality of a textile; however, one retailer also 
included hand guided items, which then embraced apparel products sewn by machine as 
potentially being traditional. Tradition, when applied to yam production, referred to whether 
yarns were hand-spun or machine-spun. According to two retailers, although now 
uncommon, the traditional method of yarn production was hand spinning. Machine-spun 
yarns were a foreign introduction, thus not traditional. 
Textile finishing also had traditional aspects for two retailers, one who regularly 
developed new products and another who focused on selling traje. Techniques such as tassels, 
macrame and four-selvage fabrics imparted traditionality to Guatemalan textiles. 
For example, I use a lot of macrame, all frills and fringes and all that is 
macrame, but it has been used here for centuries. [9] 
For me quality finishing refers only to the traditional way of finishing the 
product.... When they start the weaving on the backstrap loom on one end and 
then tum it around and come together; and all of the finishing; or if they make 
sashes they make a finishing of tassels or macrame. Those are very important 
aspects when I choose textiles. [12] 
Textile traditions were affected by textile sizes and lengths as they were associated with 
particular villages. Moreover, a specific size of loom was unique to each village as well. 
Also, I think a lot of tradition comes in the size of the piece. [5] 
That's like what you have right there, the caladas [type of fabric] traditionally 
that was used for shawls, but now they're making it in double width... [3] 
Each village has its own tradition in that respect... They have their own sizes, 
for their own usage, like their tzutes. Tzutes are for tortillas, baskets, and they 
are for carrying the baby. They are a shade cloth for a head and so they have 
their own styles and sizes. ... In relation to the looms, each village or area, has 
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a very paiticulai' size of loom for the panels, for the huipiles. Each village has a 
different size and each village will have a different length of the waip threads 
put up on a loom. [12] 
The quality of textiles was also considered by retailers as relating to tradition. High 
quality items were perceived as traditional to Guatemalan textiles. For one retailer, the level of 
quality was so important that she prefaced many of the previous characteristics of tradition with 
quality; for example, quality of color or quality of thread. 
Fibers. Fiber also contributed to tradition in Guatemalan textiles. Although types of 
fibers used varied by village, retailers believed that cotton, silk, and wool were traditional, 
whereas very recent 20th century introductions, such as acrylic fibers and metallic materials 
were thought to be less traditional or not traditional at all. However, among the first three 
fibers, cotton was thought to be the most traditional because it was native to Guatemala, 
whereas wool and silk were introduced by the Spanish. The traditionality of linen, which was 
introduced by the Spanish, or rayon, a late 19th century introduction, was not addressed by 
retailers. On the other hand, one retailer was unwilling to evaluate the traditionality of new 
fibers and materials. This retailer believed that tradition was what Indians made and used for 
themselves and it was up to them to define tradition, not an outsider. 
Color. Additional textile characteristics that retailers reported as imparting tradition to 
an object were color and precise color combinations. Colors produced through natural 
occurring processes such as undyed sheep's' wool in off-white, black, and brown and the 
tawny brown native cotton (ixcaco), were seen by a few retailers as being very traditional 
colors. 
I try to keep the tradition in the store of the color combination because that also 
is meaningful. There is something religious in the background if the huipil is 
white or brown. It also depends on the natural color from way back when there 
were no chemical colors available. [ 12] 
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For the same retailer, tradition for some textile characteristics, such as color, was linked to 
material availability. For instance, if ixcaco was to become completely unavailable, this retailer 
would accept huipiles made with dyed brown yams as traditional. 
Additionally, color palettes that included strong, intense colors and specific color 
combinations integrated in a textile item were viewed as traditional. Some retailers recognized 
that Indians have a preferred color palette and those colors were traditional. Although colors 
had always changed, new introductions from outside of Guatemala (e.g., pastel colors) were 
not considered to be traditional by retailers. The following comments were made by a retailer 
whose product colors appealed mainly to an external consumer. 
People always like the traditional colors, but there are many more products 
made in non-traditional colors because Western people like colors they can use 
in their homes and there are certain people that will always love the traditional 
colors. Predominantly they are red and purple. It depends, from place to place 
because the color combinations vary, but there is hardly a place that doesn't 
have a lot of red and a fair amount of purple. And some oro, gold thrown in 
there and some green; colors that are not juxtaposed in our culture, the way they 
[Indians] would and they look great on them. [14] 
A Ladino retailer described color in a similai' sense. 
With regard to our tradition, we identify a lot with colors, they are strong. That 
has to do with Guatemala. [13] 
Decorative elements. In a final group of characteristics, designs and motifs were 
regarded as imparting tradition to a textile object. Specific decorative elements, such as the 
striped pattern of Patzun huipiles or a precise eagle or human motifs made of ikat yams 
imparted traditionality to a textile object. Additionally, certain designs or motifs were 
associated with specific regions or communities in Guatemala; these designs reinforced 
identification with a particular village. 
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Process oF Change and Evolution in Textile Traditions 
Retailers believed that change was a characteristic of textile traditions. Although half of 
the retailers concurred that change in Guatemalan textile traditions was an evolving process, a 
few retailers believed that the true traditions in Guatemiilan textiles were those that exhibited 
little or no change at all. A retailer who defined the majority of her products as nontraditional. 
described, 
That is the tradition, that stuff doesn't change at all...Obviously, the antique 
textiles are traditional because they are the tradition. [8] 
A retailer who was very knowledgeable about Guatemalan history noted that there were periods 
in the past when it was difficult to determine when change had taken place. For instance, prior 
to the Spanish conquest and after the classical Maya period (approximately 600 A.D.) there 
was little documentation of change in Guatemalan textiles. However, over time, textile objects 
became traditional with continued use. 
There were many factors that retailers attributed to influencing change in textile 
traditions. Some of the salient factors were the introduction of new materials, designs, and 
forms; increased industrialization and contact with the foreigners (e.g., mechanization or the 
influx of "hippies" in the 1960s and 1970s); changing trading partners, rising tourism and 
exports; and the interjection of new product functions and usage (e.g., placemats, fanny 
packs). Additionally, outsiders often unknowingly influenced artisans through the products 
they desired. Artisans were required to relearn a process or buy or build new equipment to 
accommodate production of unprecedented sizes and new production techniques. For instance, 
one retailer stated that when a foreigner asked an artisan to make a new item, it caused the 
iirtisan to have to evaluate, understand, and implement a change in the amount of materials, 
colors of yarns, dimensions, yarn set up and, type or size of tools or equipment required. 
Many of these changes were not indigenous to artisans' culture and, at times, were difficult for 
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artisans to comprehend. 
Economics also played an important role in change of Guatemalan textiles. Economic 
prosperity during a given year could affect textile traditions according to two retailers, "So you 
see it changed very quickly. One of the reasons is that they were doing a lot of business and 
they [bought] a lot of thread. A lot of the women had more huipiles." Retailers also noted that 
traje was expensive to produce. Moreover, from my conversations with an artisan from San 
Antonio Aguas Calientes, buying an embroidered huipil that represented the village of Patziln 
was significantly less expensive in time and money (i.e., a huipil made of rectangles woven on 
a backstrap loom and embellished with hand embroidery) than it was to weave a heavily 
brocaded huipil that represented her own village. One retailer who was very familiar with 
Indian culture noted that, 
Unfortunately, economics have a lot to do with their losing their traditions and 
you can't do to much about that. If you are an Indian family and you have six 
daughters it is pretty expensive to dress them... [14] 
Tradition and Large Scale Production 
Large quantity production of textile items was mentioned by four retailers as affecting 
tradition in Guatemalan textiles. High volume production was thought to lower quality and 
change techniques, thereby altering tradition. 
I think a lot of the tradition comes in the size of the piece. Like when I was 
thinking about [ordering] a hundred yards of fabric, that was so untraditional. 
[5] 
We had an order, a big order from a department store and we told them we 
couldn't do it. We did half of it because they didn't give us enough time. They 
could have taken that design to a foot loom operation and they could have 
turned out the whole order and the quality would have been entirely different. 
[14] 
Comerciantes who interacted with retailers and exporters were seen by one retailer, who has 
witnessed the growth of textile production in the past three decades in Guatemala, as being the 
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catalyst for change in textile traditions. 
I would say more that it is not the artisans, but it is the comerciantes that 
influence the change in weaving. In weaving, it is always the comerciante. For 
instance, I have pointed out this man who was very proud of himself, who 
made a fortune with overdyeing textiles. Now, for me, that definitely affects 
the tradition completely. But on the other hand, those who wove the product, 
the weavers themselves didn't have anything to do with this type of change. 
[ 1 2 ]  
A retailer rationalized large scale production of textiles by reasoning there were two ways for 
artisans to cam a living. One means of income production was for artisans to produce and sell 
large quantities of lower quality textile products at lower prices. The second method was for 
artisans to make smaller quantities of high quality textile products that would sell at higher 
prices. Another retailer indicated that many people lay the burden of continuing textile 
traditions on artisans, without consideration for their economic needs. 
Theoretical Constructs of Tradition 
One of the most significant findings that emerged from this study was the multiple 
levels at which retailers thought about and conceptualized tradition. A series of concrete and 
abstract tradition continua emerged directly from some retailer informants and more indirectly 
from my gradual abstraction of the data to new levels of insight that have been visually 
presented in Figure 5.1. Concrete perceptions of tradition affected retailers' daily activities and 
decision making in their businesses. Abstract levels of tradition were related to retailers' 
broader conceptualizations of change in textile products; these more abstract perceptions 
influenced retailers' shop foci, mission of their businesses, and marketing strategies. How 
retailers negotiated among concrete and abstract continua served as the basis for a grounded 
theory introduced in the final major section of this chapter. 
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Concrete Levels of Tradition 
The continua that represent concrete perceptions of tradition focus upon the individuals 
who produce textile objects, the intended consumers of textile products, the functions of textile 
products, product age, and chiu-acteristics of the product. These tangible conceptualizations of 
tradition affected the daily activities and decision making of textile retailers. How retailers 
translated or procured products, whom retailers focused upon as a target market, what role 
products played for consumers, and what product characteristics were sought or translated into 
a textile object were elements of the retailers' decision making processes. 
One of the concrete continua of tradition expressed by retailers related to the individuals 
involved in Guatemalan textile production. On the more traditional end of the continuum are 
Indians and on the other end are foreigners. Ladino producers fall in between the two ends of 
the continuum. In the past, before the doors to outsiders had truly opened in Guatemala, only 
Indians wove textile products. Now with increased economic opportunities and the growth in 
tourism and exports, many more players have entered the textile production arena. 
Textile retailers interacted with a host of textile producers in their businesses. 
Interactions were not limited to Indian artisans, but included Ladinos and foreigners as well. 
There were retailers who had few interactions and business dealings with Indians; rather, their 
business dealings centered mainly around Ladino artisans. Foreign textile artists'' were a 
relatively new phenomenon in Guatemala. These individuals from other countries had 
ventured to Guatemala and were designing and producing textile products that were included in 
shop assortments. Retailers were regularly involved with this continuum as they made 
decisions about whose textile products would be carried in their shops. Retailers with a strong 
focus on traje procured a high majority of their textiles from indigenous artisans. These 
retailers held firmly rooted ideas that tradition was associated with Indian peoples and they 
'' The term artist is utilized rather than artisan because textile retailers in this study referred to foreigners who 
made textile products as artists. Additionally, one individual promoted herself as an artist instead of an artisan. 
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were least likely to buy textile items from nonindigenous people. In contrast, the retailers who 
focused on apparel purchased yardage and textile products from both Indian and Ladino 
artisans and employed primarily Ladinos to sew their garments. 
The original intended consumer of textile products is depicted on the second 
continuum. On the very traditional end are Indians and on the less traditional end are 
foreigners with Ladinos falling in between the two ends. Textile retailers targeted a range of 
individuals such as collectors; local, national, and international visitors; and consumers in 
foreign countries. If products were made for Indians, such as traje, they were thought to be 
very traditional. Textile items that were for foreigners had less tradition or no tradition at all. 
Retailers who focused on native costumes procured traje for secondary consumers, usually 
collectors and individuals who had a deep respect for native weavings. These consumers 
would fall midway on the continuum. However, nonlndian consumers such as students or 
backpackers, who purchased items such as ikat shorts and fanny packs, fall on the right end of 
the continuum. 
The third concrete continuum of tradition is the function of a textile item. Retailers 
believed that textiles that served historically Indian functions, such as tzutes for tortilla cloths, 
perrajes for carrying children, or huipiles that identified ethnicity and one's community, were 
the most salient examples of tradition. Textile products that had nonlndian functions such as 
placemats or sportswear were less traditional. These products held no meaning in Indian 
culture, hence lacked traditionality. For textile retailers, the inherent functions of textile 
products contributed to the decision of carrying an item. For a pair of retailers whose shop 
was ti'pica-oriented, carrying a few pieces of traje enhanced the cultural ambience of their shop 
and contributed to the income of a few artisans; however, tipica was not the focus of the shop 
assortment. They sold apparel and textile items that were tipica, but were not the usual tipica. 
Their products were high quality and targeted towards a external consumer. 
Age is the fourth concrete continuum of traditionality. A textile item that was very old 
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would be located on the left hand side of the continuum versus items that are newly formed are 
located on the right, less traditional end. Retailers believed that age was associated with 
tradition. For an item to be traditional it must have been in existence many years. More 
specifically, two retailers believed for a product to be traditional it must be at least 50 years old. 
Tradition would be what comes through the past, it has a certain amount of 
continuity. If it's been around and continuity begins to build up. Probably 
when it's older than I am [over 50 years old]. [8] 
In contrast to tradition being associated with age, other retailers who regularly developed new 
textile products viewed novel textiles as innovations, adaptations, or applicable design; yet, the 
new items continued to contain aspects of traditionality. 
That for me is design; applicable design into tradition. We cannot say a pillow 
is traditional for them, but the weaving is. But we didn't cut a huipil to make a 
pillow. We ordered it, a weaving with the traditional motifs to make a pillow 
with the sizes and the colors that we wanted. [11] 
These textile products maintained the tradition of weaving while using traditional designs and 
motifs. 
The final concrete level of tradition is represented by a continuum of product 
characteristics. Defined further, product characteristics include, but are not limited to, tools 
and equipment, weaving techniques, finishing techniques, surface embellishment, size, fibers, 
designs, motifs, color, and color combinations. The most traditional end of the continuum 
contains the full range of characteristics that include identification with an indigenous 
community, Indian production, use and function, and inherent symbolism and meaning; tools 
and equipment, such as the backstrap loom and foot loom; production techniques such as 
brocade or ikat; fibers such as cotton, silk, or wool; colors and color combinations that 
represent an Indian aesthetic; and decorative embellishment such as hand embroidery; designs 
and motifs related to Indian culture. The less traditional end of the continuum includes similar 
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equipment and handweaving techniques as the traditional end; however the other characteristics 
of tradition are not present. 
One retailer who was involved in large scale textile production believed that 
development of new textiles that did not use established techniques drew away from tradition. 
I sort of always fee! like I'm pulling away from it in all honesty, although there 
are certain textiles that I developed that I think that is [sic] good for tradition. 
Well there's two ways that I look at it. One is whenever I'm weaving, the more 
weaving that we give to people, handweaving, the more we are keeping the 
tradition of weaving. ... I think whenever I do things like laying in other fabric 
or laying in threads, or brocading. I think that helps them keep up with their 
tradition of finger weaving as opposed to everything done with a shuttle. 
Because I think a lot of traditional garments had pieces of finger weaving in it 
so at least they still know how to make a triangle, a tree, a fish, a sun and 
eveiything there is necessaiy to make to get a figure done. Then one [way] is I 
feel I just take them away from tradition when I order tons of solids. [5] 
For five retailers, the continuation of handweaving techniques and processes was 
critical to maintenance of tradition in Guatemalan textiles. Through their businesses these 
retailers believed their contribution to tradition occurred through their support of the tradition of 
weaving. Their products repre.sented a tradition of weaving through the techniques and 
processes of backstrap and foot loom weaving, brocading, embroidery, and ikat yarns. 
However, other product characteristics, such as colors, form, size, and use/function had been 
changed. As long as traditional weaving processes were utilized, these retailers believed the 
textile items were traditional. The textile products made by these retailers would fall on the 
right, less traditional end of the continuum. One retailer whose products have a strong ethnic 
basis, described her sentiments about tradition as they related to products in her shop, 
They are traditional because the process is so important. The process is the 
same and the process is very important in doing anything here. I think it is 
because the process is the same, it has to be a traditional product... because you 
are working with the process, so in the end, yes, you are adding up your 
inspiration and you are adding up a little bit of your imagination and changing, 
making changes. But in the end, you have used the same processes and the 
same materials, you come out with the product. ... We do fit into the tradition, 
but it is more like I am inspired by the country and the culture. [9] 
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These retailers were in direct contrast to retailers who viewed tradition as strictly 
defined by Guatemalan Indians who make textile items for personal use. These retailers 
believed tradition included not only the weaving process, but all of the product characteristics 
as well. Traditional textiles were made and used by Indian people for whom they held meaning 
or significance. The products sold by these retailers would be represented on the left side of 
the decision continuum. 
Daily, retailers negotiated among the concrete continua in making decisions about 
products and production. For example, one retailer had to find a median between traditionality 
of textile items and product characteristics desired by her customers. This retailer, who 
worked with Indian groups to produce her products, translated tradition in textile products by 
incorporating high quality yarns, backstrap weaving, and traditional weaving techniques and 
finishes into products that were purchased by nonlndians, had external functions and forms, 
and whose colors complimented Western interiors. 
Ab.stract Levels of Tradition 
In addition to concrete levels of tradition, retailers also conceptualized tradition using 
more abstract constructs. Abstract continua of tradition focused upon product change and 
encompassed the rate, visibility, number, and source of change. For the rate of change, the 
continuum consisted of very slow change on the more traditional end and very rapid change on 
the less traditional end. According to the retailers, textile objects that exhibited very slow 
change were more traditional than textile items that manifested very fast change. Guatemala 
had experienced an accelerated rate of change in the last 20 to 30 years. Accelerated change 
was attributed to the displacement of Indians due to civil war, increased transportation (i.e., 
access to previously inaccessible areas and ability to transport products to market), and the 
introduction of Western thought processes and fashion. One retailer was less accepting of 
changes that had occurred since the 1960s (i.e., when the rate of change had begun to 
accelerate) and believed that tradition was being lost, rather than changing. 
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Visibility of change was also an important component of product change. Textile 
products that had indiscernible change to retailers were viewed as more traditional than 
products that manifested very visible changes. For example, huipiles from San Antonio Aguas 
Calientes had experienced gradual incorporation of eventually very discernible geometric and 
floral designs into their weaving repertoire over a period of many years. These gradual 
changes were thought to be traditional although they were introduced by outsiders. Sometimes 
traditional elements even waned and returned over a period of many years, such as the gradual 
reintroduction of geometric designs in the huipiles of Chichicastenango. 
In contrast, many retailers saw very visible change not to be traditional. For example, 
the introduction of neon colors into traje sometimes occurred from one year to the next, rather 
than through a gradual introduction over a period of many years. This change was very 
noticeable and affected continuity; therefore, it was viewed as being less traditional. A few 
retailers commented that tradition could change from one year to the next as exhibited by the 
huipiles worn by the women of San Antonio Aguas Calientes. 
Well, but San Antonio Aguas Calientes changed their colors, like that. One 
year it was all the orange with the parrots on it and the next year when we went 
to the same fiesta for December, the feast of the virgin in Ciudad Vieja, 
[huipiles were made] in blue and green. All the fiesta ones were all blue and 
green and purple. They were beautiful. It happens in one year, and then you 
start seeing it more on the streets... [7] 
The number of changes was an additional element in abstract continua of tradition. 
Textile items exhibiting numerous changes were considered less traditional than ones that 
exhibited few changes. For example, huipiles, like those from Patzun whose base fabric color 
had changed from red to a variety of colors such as white or green, were considered more 
traditional than if the same huipil had experienced additional changes in the characteristic 
embroidered floral designs and embellishment by machine. 
Finally, the source of the change was a component of tradition conceptualized by textile 
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retailers. Change that was internally-generated within Indian culture was seen as being 
traditional. In contrast, externally-generated change by Ladinos or foreigners was less 
traditional. Changes in Guatemalan textiles that were Indian-initiated or had occurred over a 
long period of years were acceptable to some retailers, whereas recent introductions from 
outside of Guatemala were not. 
For instance, there might have been villages of plain textiles and then later on 
introduced designs, but designs related to their culture and not Western culture. 
And then San Antonio Aguas Calientes and Comalapa, [that] would be 
interesting examples of usage of flower designs and Western styles and fruits. 
That style goes back 150 or 200 years ago whereas in Chichicastenango when 
they changed their designs it was very recent. Also, I think it has a lot to do 
with the hippie movement because that was the first time you would see people 
on the street wearing textiles, huipiles of the Indians, not before. [12] 
An example of externally generated change was the use of pastel colors in textile 
products. Pastel colors were not a component of an Indian aesthetic and had been introduced 
by foreigners to Guatemala. Many retailers expressed their beliefs that pastel colors were not 
traditional. Additionally, one retailer in Antigua was cited by numerous retailers as being the 
catalyst for color change in all of Guatemala. 
The abstract continua of change affected the foci of retailers' shops, mission of their 
businesses, and marketing strategies. For example one foreign retailer who believed that textile 
products could exhibit change and continue to be traditional, offered fashionable clothing that 
was comfortable and flowing for large-sized customers and that reflected the retailers' ideas 
about innovation. Although this retailer embraced a mission that contributed to rapid and 
highly visible change in her products, she also was intent on treating artisans fairly. Marketing 
strategies u.sed by this retailer incorporated many cultural elements representing Indian culture; 
however, the apparel products and the shop were oriented towards an external consumer. 
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Grounded Theory of Tradition Among Textile Retailers in Antigua, Guatemala 
Antigua retailers produce or acquire Guatemalan textile products that are marketed as 
yardage, collector's items, apparel, accessories, or home linens. Despite broad differences in 
how they conceptualize tradition, all textile retailers in Antigua believe they operate their 
businesses within a framework of tradition. Both concrete and abstract views of tradition serve 
as the conceptual grounding from which retailers make decisions and plan their businesses. 
The concrete levels of tradition guide retailers in their daily decisions about producers, intended 
consumers, as well as product function, age, and characteristics. Abstract interpretations of 
tradition serve as components of an ideological perspective of change in textile products as they 
relate to retailers' conceptualizations of shops' foci, the mission of their businesses, and the 
marketing strategies retailers utilize. 
Interactions Between Concrete and Abstract Conceptualizations of Tradition 
One of the original objectives of this study was to categorize retailers by their 
conceptualizations of tradition. However, what proved to be more germane from the findings 
was how retailers move back and forth between concrete and abstract views of tradition. 
Textile retailers do not conceptualize concrete and abstract continua of tradition in isolation of 
one another; rather, all of the continua are linked and interdependent. In deciding whether a 
new textile product is appropriate for the shop assortment, retailers assess the concrete 
characteristics of tradition in conjunction with their fit with the desirable shop focus, mission, 
and marketing orientation of each retailer. To illustrate the negotiation of concrete and abstract 
perceptions, the following examples of four retailers show that as each continua of 
traditionality of a textile object is addressed, the overall degree of traditionality in their products 
changes (Figure 5.2). 
The first example, retailer A, sells fashionable apparel and accessory products that 
tai-get foreigner consumers. Retailer A uses traditional weaving processes that have been 
translated into modern products and functions. Change in textile products is not only 
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acceptable to this retailer, but forms the basis of her mission and promotional strategy. Woven 
products remain traditional as long as they use specific weaving tools iind techniques and hand 
processes. In addition, the mission of retailer A was not only to make a Jiving, but to provide 
work for artisans and treat individuals fairly and equitably in the process. This retailer uses 
marketing techniques that provide a familiar and comfortable environment for consumers (i.e.. 
spacious and comfortable with familiar types of fixtures, such as clothing hung on suspended 
pole;; with plenty of room to make selections); yet, in this shop, the essence of Guatemala is 
conveyed through the use of cultural elements such as canoes and masks. The products 
offered in the shop represent primarily the right side of all the continua reflecting less 
traditionality and are represented by the letter A in Figure 5.2. 
A pair of retailers serve as the second example, retailers B and C. Both of these 
retailers strongly believed that tradition in Guatemalan textiles is represented by those items that 
are produced and used by Indians, and have Indian functions. The primary focus of their 
textile products is traje and in part, their mission is to promote Indian textiles and culture. 
Retailer B sells only traje, while retailer C sells both traje and "innovations" that appeal to an 
array of tourist consumers. Their store foci are similar, in that both are oriented towards 
travelers and collectors. They seek to promote the beauty and heritage of Guatemalan textiles 
and the artisans who make them. Their marketing strategies differ, however. The individual 
who sells only traje, retailer B, focuses on a "museum-like" atmosphere dedicated to educating 
customers through displays and information such as books and other reading materials about 
Guatemalan textiles. Textile items are arranged in stacks of merchandise organized by 
community and function and are sold in the condition that they were received and purchased 
from Indian artisans or comerciantes. Some huipiles are hung on special fixtures that display 
the item fully. Retailer B chooses to reflect all change in traje that is adopted by Indians. The 
second retailer, C is also dedicated to education, which is accomplished by the retailer and very 
knowledgeable employees and available written resources as well. Retailer C merchandises 
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textile objects through careful washing and preparing of each item for sale, as well as placing 
items in context (e.g., a blanket draped over furniture). Pieces of traje are placed in precise 
stacks and sorted by type and size. Metal fixtures and furniture iire also used. Retailer C 
selects only the highest quality of textile items for the shop assortment and has very defined 
conceptualizations about tradition. Lengths of traje (e.g., huipil panels) are offered for sale as 
the retailer recognizes that foreign consumers may feel more comfortable purchasing a beautiful 
textile that can be placed on a table top, rather than a complete Indian garment. Additionally, 
traditional colors are colors that have existed for many years. If color has changed within a 
textile product, it must have changed gradually over a long period of time. Retailer B's textile 
products would be primarily represented on the far left side of continua, whereas retailer C's 
products would fall towards the middle of the continua (Figure 5.2). 
The final example of negotiations between concrete and abstract perceptions of tradition 
is illustrated by a retailer (D) whose shop is centered on local and foreign consumers. The 
product focus for retailer D is to offer beautiful, high quality textile products for the home and 
some apparel for adults and children. A goal of this individual is primarily to provide work for 
poor indigenous people. This business began as a means of making work available for civil 
war widows who had no means of support for themselves and families. The goal has 
remained basically the same, except it has expanded to include Indian women and communities 
in general. The marketing strategy includes offering products that are examples of "traditional" 
Guatemalan weaving, but with contemporary forms, functions, and colors. Textile objects are 
often shown in context. For example, cocktail napkins, placemats, and tablecloths are 
arranged on table tops and pillows are grouped on a bed. Retailer D considers her products 
traditional because they are made by Indians, are of high quality, are woven on backstrap 
looms, and use age old weaving and finishing techniques. Retailer D also recognizes that 
tradition textile products are associated with Indian production, use, and functions as well. 
The textile merchandise available in this shop represents more traditional ends of the continua 
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in terms of producers, quality, tools and equipment, weaving techniques (e.g., brocading), and 
finishing. However, other features of her products, such as the continua of change or intended 
consumer are represented between the middle and less traditional ends of continua. 
Negotiation of Personal Beliefs and Commercialization of Textile Products 
Interestingly, some retailers voiced somewhat different views about tradition than were 
displayed in their products. Traditionality represented in their products was largely affected by 
economics, or more specifically, the ability of retailers to maintain viable businesses for either 
self profit or to help others. The fact that these individuals served as retailers in a tourist center 
was indicative of their orientations toward external consumers. 
As related to the evolving grounded theory, retailers not only assess interactions of 
concrete and abstract elements of tradition in business decisions, but they also negotiate 
between their personal views on preserving tradition and the need to attract a largely external 
consumer to purchase textile products in their shops. Displaying textile objects in an 
environment familiar to their customers or offering products that are functional for consumers 
often overrides retailers' personal perceptions of tradition. However, their personal 
conceptualizations about tradition appears to be funneled into additional activities such as 
education, collecting indigenous weavings, and humanitarian and personal interests. For 
example, many retailers maintain personal collections of indigenous weavings that satisfy their 
definitions of strongly traditional textile objects. Other retailers foster their conceptualizations 
of tradition through education of both visitors and Guatemalans about Guatemalan textile 
traditions. Finally, a retailer who is concerned about assisting indigenous people, provides a 
pool of money that can be used for weavers and their families to assist them with needed 
purchases or health care. 
Retailers as Culture Brokers 
Antigua retailers serve as "brokers" between two cultures, that of the producer and that 
of the consumer. Steiner describes these individuals as mediators "who interpret, modify, or 
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comment on the knowledge that is being communicated" (1994, p. 155). Retailers in Antigua 
play roles not only as communicators of tradition, but as interpreters or translators of tradition 
as well. Using the elements of tradition that compose the concrete and abstract continua of 
tradition, retailers select elements from a repertoire of possibilities. These elements are selected 
from the past and present and are combined into new interpretations of tradition. For example, 
the popular cocktail napkins that are "perfect little examples of weaving" incorporate 
contemporary forms, functions, and colors that have been "selected" from a range of 
possibilities. When new elements are selected, fresh textile traditions emerge and crystallize, 
thus becoming unique reservoirs of opportunities for future use. 
Tradition as Relationships 
A salient theme that emerged from the data was the relationships upon which retailers 
centered their businesses. For retailers, their relationships with key artisans, comerciantes, 
employees, and other retailers are not only the source of their products and businesses, but 
serve as the foundation for each retailer's beliefs about tradition. Retailers who build strong 
linkages, especially with indigenous peoples, tend to have more defined conceptualizations 
about tradition. Additionally, retailers' past experiences in social work, humanitarian issues, 
and other interactions strengthen their working relationships with individuals. Through these 
interactions, retailers leam more about Indians and Ladinos and the challenges they face in 
developing and producing products. Retailers express a deep respect and loyalty for the 
individuals with whom they establish relationships. All of these forces affect retailers' concrete 
and abstract views of tradition in textile products. For example, one retailer maintained only a 
few relationships with key Ladinos and had very limited direct interactions with indigenous 
artisans. This retailer expresses tradition in Guatemalan textiles as the use of specific tools, 
equipment, and weaving techniques. The other characteristics (see Table 5.6) were open for 
re-interpretation by the retailer. Using equipment and specific weaving process as the essence 
of tradition in her products, tradition was translated in its broadest sense. In contrast, a retailer 
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who maintains many relationships with Indian artisans has a much more defined sense of 
tradition and tends to translate products using indigenous motifs and patterns in addition to 
tools/equipment and weaving techniques. Other retailers described this particular retailer's 
products as more "ethnic" oriented. 
Summary of Grounded Theorv 
Textile retailers in Antigua, Guatemala conceptualize tradition that can be visualized on 
nine continua representing both concrete and abstract views. These perspectives relate to daily 
activities, decision making, and broader business missions related to change. Concrete and 
abstract conceptualizations of tradition are interdependent as retailers negotiate between the two 
in running their businesses. How retailers conceptualize change and the products they carry 
are interconnected. 
A second process of negotiation occurs as retailers balance their personal views on 
tradition and the viability of their businesses. Educating consumers about indigenous costume, 
collecting traje, and supporting economic development for artisans provides a balance for 
retailers whose textile products in their shops exhibit a range of traditionality. 
The negotiation process serves retailers, in the role of culture brokers, with an avenue 
for communication and translation of tradition. Retailers' relationships with key individuals 
foster and maintain conceptualizations about tradition, which become input in the continual 
process of interpretation and negotiation of Guatemalan textile traditions. 
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CHAPTER SIX: SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
Summary 
Guatemala has a rich heritage in textile production. Those traditions continue today; 
however, artisans are refocusing their production of textile products towards commercialized 
products for consumption by regional, national, and international consumers. Textile artisans 
increasingly interact with individuals who serve as intermediaries between themselves and 
consumers. These culture brokers are an important link in the craft production and marketing 
system and may assume the role of retailers in tourist centers. Despite their growing numbers, 
little is known about how textile retailers acquire, develop, and produce textile products, 
interact with artisans, make merchandising decisions, and conceptualize tradition. 
Purposes of Study 
The purpose of this research was fourfold. One goal was to understand the role of 
textile retailers in Antigua, Guatemala and their interacdons with artisans in the procurement, 
development, and production of textile products for their shops. The second goal allowed for a 
richer comprehension of the methods by which textile retailers conceptualize, interpret, and 
translate the concept of tradition within textile products. The third goal was to expand 
scholarly models on the concept of tradition. Finally, using a grounded theory approach, a 
goal of this study was to contribute to the development of a theoretical model of the craft 
production and marketing system. 
Research Methods 
Antigua, Guatemala was chosen as the site for this study due to its extensive number of 
textile retailers, expanding textile production, location as a tourist center, and nearby 
indigenous population who produced textile products. As a main tourist center, many regional, 
national, and international travelers were drawn to Antigua due to its colonial architecture, 
tranquil environment, temperate climate, scenic landscapes, numerous Spanish language 
schools, and many tourist services. 
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A variety of research methods were employed in this study. Prior to field work, short 
and long interview and observation schedules were developed. Questions comprising the long 
interview schedule expanded on the short interview questions and were based upon scholarly 
models of tradition proposed by Horner (1990), Baizerman's (1987) framework for studying 
textile traditions, and Niessen's work on Tobak textile traditions (1990, 1994b), and other 
work by craft scholars. Interview schedules facilitated interactions with informants and 
provided a basis by which differences and similarities among retailer informants and their 
businesses could be compared. The short observation schedule focused on visual 
characteristics of the store, products available in the store, and general impressions of textile 
products. The long observation schedule was an extension of its shorter version. A letter of 
introduction and business cards were used to facilitate introductions and contact with 
informants in the field. 
The research was conducted from mid-April to the end of July, 1994. Participant 
observation occurred throughout the research by attending local activities, such as seminars, 
festivals, celebrations, religious ceremonies, small group discussions, and family functions. 
Historical data were gathered from a local Mesoamerican research center, CIRMA. The broad 
range of participant observation activities and historical data provided a context for data 
interpretation in this study. 
Potential informants for the short interviews and observations were drawn from the 
textile shops identified (n=55) during an ecological traverse. Retailers whose shops had 50 
percent or more textile products were targeted for participation. The final number of short 
interviews and observations were 29 and 38, respectively. The number of short interviews 
differed from observations because some retailers owned multiple shops. Informants consisted 
of 18 females and 13 males who ranged in age from 15 to 69 years of age. Nine informants 
had completed either baccalaureate or Master's degrees. Spanish was the most commonly 
spoken language, although many retailers spoke multiple languages. 
172 
The short interviews were carried out in a variety of settings and lasted approximately 
one hour. From the short interviews and observations, seven categories of retailers emerged 
based upon textile product assortments, product characteristics, product prices, product 
quality, size of shop, number of years in business, languages spoken by the retailers, and 
retailers' citizenship. A purposive sample was drawn from the seven groups of informants; the 
final numbers of informants included in the long interviews and observations were 15 and 20, 
respectively. These informants consisted of five males and ten females who ranged in age 
from 21 to 67. Retailers were citizens of Guatemala, the United States, Canada, or Germany. 
Ten retailers had either some degree of advanced education or training or had completed a 
college education. All retailers spoke Spanish, in addition to a host of other languages, such as 
English, French, German, Quiche, Cakchiquel, and Italian. 
The long interviews were also conducted in a variety of settings. Interviews varied in 
length from two to six hours and were conducted in multiple sessions. Long intei-views were 
conducted in either English, Spanish, or a mixture of both, whichever language was most 
comfortable for each particular informant. The long interviews were tape recorded and 
extensive notes were taken during each session. Ethnographic notes were written following 
each interview. 
After returning to the United States, the recorded interviews were transcribed by two 
individuals who were fluent in English and Spanish. Inductive analysis was used to synthesize 
the data through processes of open and theoretical coding and constant comparison (Glaser, 
1992). Three overarching themes emerged that related to textile products, relationships, and 
tradition. The original transcribed interviews were then sorted by major themes creating three 
new .sets of data. Following, each of the three themes was coded for theoretical constructs. 
Major themes and subthemes that emerged were confirmed by a second researcher. An outline 
was developed for each primary theme from which results of this research were drawn. From 
the three primary themes, a grounded theory of tradition emerged. 
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Results 
Textile retailers in Antigua, Guatemala operated in an environment deeply influenced by 
internal and external forces. Retailers established their businesses in response to their 
humanitarian and personal interests for profit, desires to fill a market void, and as a means to 
diversify their other businesses. Additionally, retailers had strong attractions to the beauty and 
heritage that Guatemalan textile products represented. Advertising and location were the 
primary sources of drawing potential customers. Finally, textile retailers maintained plans to 
expand their businesses, improve shop ambience and products, and continue to provide work 
for local artisans. Three overarching themes illustrated the methods by which retailers procure, 
develop, and produce products; the essential relationships they sustain; and their 
conceptualizations about tradition. 
Products. Textile retailers in Antigua focused much of their energies on their 
products. They conceptualized their businesses mainly around textile products and their 
characteristics, such as fibers or product functions. Retailers also had to contend with the ebb 
and fiow of tourist customers. They depended on local customers for repeat business. 
Merchandise was often oriented towards a specific customer base. Their assortments were 
acquired by a variety of methods that included in-house production, direct purchasing, and 
consignment. 
Retailers who produced textile objects, used a range of sources for product 
development ideas. Material sourcing, sample making, and testing of products were the first 
stages of introducing a new textile product into their shops. Product change was clearly 
evident in textile products. Both internal and external influences contributed to change. 
Economics appeared be an overriding influence in the modification of textile products. 
Artisans required income; tourism was increasing; and new global markets had opened, all of 
which contributed to change reflected in retailers' textile products. 
Textile production varied widely among retailers. The majority of firms were small 
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operations. Both product exclusivity and product quality were important concerns guiding 
textile production and acquisition processes. Maintaining exclusivity was not achievable for 
retailers; however, they attempted to control it as much as possible. Product quality affected 
retailers in almost all aspects of their daily activities, including interactions with artisans, 
ordering and procuring products, production, and receiving merchandise. Retailers believed 
that product quality would have to increase in the future if Guatemala were to continue 
producing viable products. Shifting away from low quality production to high quality 
production was needed. Although this goal was a lofty one, retailers believed it was the only 
method that would sustain both commercial and personal production of Guatemalan textile 
products in the future. 
Establishing and maintaining relationships. Building strong relationships provided 
the critical base from which textile retailing in Andgua evolved. Understanding and 
compassion for individuals with whom retailers interacted ranged from simple 
acknowledgment of cultural elements to full understanding and involvement in development 
activities. Communication strategies consisted of combinations of verbal, written, and visual 
methods; retailers were creative in developing systems of communications, like order forms, 
and a slow building of product characteristics over time. 
Retailers maintained strong linkages with individuals, sometimes over the course of 
many years. Although retailers believed they were very loyal to individuals they worked with, 
their loyalty was not always reciprocated. Time allocation and profit orientation appeared to 
greatly affect with whom relationships were established and the amount of time devoted to each 
person or group. Some retailers preferred working with comerciantes to reduce the need for 
interaction with every artisan. However, meaningful relationships continued to be important 
for them as well. Retailers with elevated levels of production depended on their relationships 
with comerciantes. Key comerciantes provided retailers with a large majority of finished textile 
products and also served as creative collaborators. In addition to artisans and comerciantes. 
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retailers established strong relationships with other key people, such as employees, production 
associates, and peers. In fact, it was the existence of all compositions of relationships on 
which retailers' businesses were founded and maintained. 
Tradition. Tradition emerged as a construct by which retailers organized their daily 
activities, made decisions, and thought about their businesses. Conceptualizations about 
tradition emerged from retailers' responses to direct questions and were repeatedly volunteered 
by retailers in dialogue about other topics. 
Retailers maintained four global views of tradition. The first view reflected retailers' 
perceptions that textile traditions were symbolic of Guatemala. Second, retailers believed that 
tradition was linked to the past in both very defined and less prescribed means. The third 
general view focused on the continuity of textile traditions through the continuation of 
weaving. Finally, retailers linked the concept of tipica to tradition. In general, tradition was a 
complex concept to define precisely. 
Textile retailers delineated a host of characteristics associated with textile tr aditions. 
These attributes included function and meaning; tools and equipment; production techniques; 
materials; color attributes; and decorative elements. Of all of the tradition characteristics noted 
by retailers, some, such as the association with Indian customs, use of specific 
tools/equipment, and age old weaving techniques employed in production appeared to be more 
salient to defining tradition than others. 
Retailers believed that change was a characteristic of textile traditions. For many 
retailers, change in Guatemalan textile traditions was an evolving process. However, there 
were a few retailers who believed that genuine traditions in Guatemalan textiles exhibited little 
or no change. Change was a result of both internal and external factors. External forces 
included the introduction of new materials, designs, and forms; increased industrialization and 
contact with industrialized nations; changing trading partners, rising tourism and exports; and 
interjection of new product functions and usage. Internal forces affecting change in textile 
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products were; displacement due to the ongoing civil war in Guatemala; changes in 
infrastructure; and diminished following of prescribed customs. Additionally, econoniic need 
as a result of both external and internal forces affected change in textile products. 
Some retailers believed that large-scale production of textile products influenced 
tradition in Guatemalan textiles. High volume production lowered quality and altered weaving 
techniques employed. Intermediaries, such as comerciantes were notable agents of change. 
However, involvement in large-scale production was one means of earning a living for many 
producers. 
Theoretical Constructs of Tradition 
One of the most significant findings that emerged from this study are the multiple levels 
at which retailers think about and conceptualize tradition. A series of concrete and abstract 
tradition continua emerged directly from some retailer informants and more indirectly from the 
researcher's analysis and gradual abstraction of the data to new levels of insight. Concrete 
views of tradition influence retailers' daily activities and decision making in their businesses 
and include continua based upon producer, intended user, function, age, and product 
characteristics. Daily, retailers negotiate between the concrete continua in making decisions 
about producers, intended consumers, product functions, characteristics, and acquisition. 
Abstract levels of tradition are related to retailers' broader conceptualizations of change in 
textile products and include continua that address the rate, visibility, number, and source of 
change. These abstract perceptions of tradition affect retailers' shop focus, mission of their 
businesses, and marketing strategies. 
Grounded Theorv of Tradition 
Despite broad differences in how they conceptualized tradition, all textile retailers in 
Antigua believe that they operated their businesses within a framework of tradition. Textile 
retailers do not conceptualize concrete and abstract continua of tradition in isolation of one 
another; rather, all of the continua of tradition are linked and interdependent. Retailers move 
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back and forth between their concrete and abstract perceptions of tradition. 
Retailers not only use the interactions of concrete and abstract elements of tradition in 
business decisions, but they also negotiate between their personal views on tradition and the 
need to attract a largely external consumer to purchase textile products in their shops. 
Displaying textile objects in an environment familiar to their consumers or offering products 
that are functional for consumers often overrides retailers' personal views of tradition. 
However, their personal conceptualizations about tradition appears to be funneled into 
additional compensatory activities, such as education, collecting indigenous weavings, and 
humanitarian and personal support for artisans. 
Antigua retailers serve as "brokers" between the producer and the consumer. They play 
roles not only as communicators of tradition, but as interpreters or translators of tradition as 
well. Using the elements of tradition that comprise the concrete and abstract continua of 
tradition, retailers select elements from a repertoire of possibilities. These elements are selected 
from the past and present and are combined into new interpretations of tradition. 
For retailers, their relationships with key artisans, comerciantes, employees, and 
retailers are not only the source of their products and businesses, but serve as the foundation 
for retailer's beliefs about tradition. Retailers who build strong linkages, especially with 
indigenous peoples, tend to have highly defined conceptualizations of tradition. Additionally, 
retailers' past experiences in social work, humanitarian issues, and other interactions 
strengthen their working relationships with producers. 
Conclusions 
Conclusions about Textile Retailers 
One goal of this research was to gain an understanding of the role that textile retailers 
play in the development of textile products. This study reveals that the majority of textile 
retailers in Antigua, Guatemala are involved in some or all aspects of product development 
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from initial idea formation to offering the finalized product to consumers. Retailers develop 
textile products in-house following production steps that include idea development, sourcing, 
pattern development, testing, and full-scale production. Retailers struggle to maintain product 
differentiation and quality. Textile retailers in Antigua differ from their counterparts in more 
developed countries, such as the United States in that they have very little or no formal 
education in textile and apparel design and production; operate on a very small scale; rely upon 
hand-produced textile products; are required to deal with inconsistent delivery of materials and 
products; and interact in an environment where the cultures of the producers are vastly different 
from that of their consumers. 
This study further defines the roles of retailers in a craft production and nicirketing 
system. Based upon Littrell's (1994) visual model (Figure 1.1), this research further 
illuminates retailers who interact in this system, the roles they play, the flow of textile 
products, and the relationships that they establish (Figure 6.1). The straight arrows and 
highlighted boxes in the model illustrate the participants who were a part of this study. The 
heavy straight arrows indicate not only the flow of textile products, but also the connections 
between different players in the system. Double-headed arrows represent merchandise that 
may flow back and forth between two players before it is available to consumers. The arching 
arrows exemplify direct relationships that are established between producers and other 
individuals in the system. What is salient about this model is the addition of new participants, 
such as comerciantes/vendors and the interactions between players. The interactions and flow 
of merchandise are founded upon the relationships established by retailers, personal beliefs 
about tradition, and business goals. Previously, little was known about the role of retailers in 
this system. From this study, knowledge has emerged that illuminates how retailers interact 
with other players, acquire and produce products, and run their businesses. 
Alternative 
Trade 
Catalog 
Consumer 
Import/Export 
Buyer 
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Figure 6.1 Revised Craft Production and Marketing System 
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Contributions to the Literature on Craft Retailers in Developing Countries 
The literature on craft retailers in Latin American countries, such as Guatemala is 
sparse. Noted scholars have primarily focused their energies either on producers, artisan-
merchants, or export-oriented merchants and other intermediaries (Baizerman, 1987a. 1987b: 
Eber and Rosembaum; 1993; Ehlers; 1993; Morris, 1991; Nash 1993a, 1993b; Nies.scn; 
1994b; Stephen, 1993; Stromberg-Pellizzi, 1993). Much has been addressed about the profit 
orientation of retailers and the disproportionate amount of income intermediaries earn in 
comparison to artisans who produce the products (Cook, 1993; Morris, 1991; Nash, 1993a; 
1993b; Stromberg-Pellizzi, 1993). However, results of this study reflect a minimal-to-limited 
profit orientation by many textile retailers in Antigua. Additionally, retailers maintain strong 
humanitarian interests and foster education about Indian culture. This study suggest that there 
are more factors affecting the total business orientation than have been previously reported by 
scholars. Expanding knowledge about factors that influence retailers will illuminate the scope 
of complex elements that affect retailers' business orientations. 
The relationships that retailers in Antigua establish with key individuals is evidence of 
retailers' strong ties with and compassion for these individuals. Nash indicates that the 
continuation of culture is dependent upon relationships that exist between individuals in the 
production system (1993a). The salient nature of relationships for retailers in Antigua appears 
to support the idea that relationships are the basis of interaction among players in the craft 
production and marketing system. Therefore, linkages between retailers and other participants 
appears to be an important foundation of this system. 
Textile retailers are met with many challenges to acquire, develop, and produce textile 
products for their shops. They employ numerous verbal, written, and visual means of 
communication with producers and comerciantes with whom they interact. These retailers 
appeai'ed to be verj' patient and creative in their fostering of understanding between themselves 
and others. Retailers' involvement from product concept to final offering of textile products to 
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the consumer indicates the range of roles they perform in their daily activities. Little has been 
reported by scholars about the role of retailers in interaction with others and how they procure 
and develop textile products. This study illuminates the many facets to textile retailers' roles, 
the forms of communication they use, and the steps they employ to produce textile products in 
Guatemala. 
The issues of creativity and resistance to change are prominent elements that are 
addressed by craft researchers. For some crafts, the prevalence of copying appears to be a 
catalyst for innovation (Stromberg-Pellizzi, 1993). In Antigua, copying of textile products 
fosters creativity, but in a very limited manner. The paucity of formal knowledge retailers 
posses about design and production processes limit their abilities to direct new creative 
ventures. Copying of products provides some creativity. Resistance to change by producers 
can also be a factor in creative development (Stephen, 1993). Stephen indicates that ethnic 
orientation among Zapotec rug weavers reduced copying of Middle Eastern designs. 
Resistance to innovations also exists among the artisans with whom retailers in Antigua 
interact, but lack of creative endeavors are also due to producers' unwillingness to invest 
valuable time and money in creative product development because of the fast rate of copying 
that occurs in the community. 
In summary, understanding of the activities and methods employed by textile retailers is 
expanded by this study. Their role as intermediaries in the craft production system sheds light 
on the vital and growing link they play in a system that continues to be more globally-oriented. 
Continued study in Guatemala and elsewhere can further illuminate a broader range of 
complexities that surround the roles of textile retailers in developing countries. 
Contributions to Scholarly Literature on Tradition. 
In general, scholarly literature on tradition is extensive; Homer (1990), Baizerman 
(1987a, 1987b), and Niessen's (1990, 1994b) work proved to be the foundation of my study 
on tradition. Few scholars have addressed the nature of tradition from the perspectives of craft 
182 
retailers. Three contributions of this study are the decomposition of tradition into foundation 
elements, the motives and beliefs that impact textile products, and the complex manner in 
which textile retailers conceptualize tradition. Textile retailers' focus upon function and 
meaning: tools and equipment; production techniques; fibers; color; and decorative elements 
decomposes tradition into its composite characteristics. Tradition has been deemed a 
"monolithic force" (Horner, 1990, p. 5), and a significant entity by noted scholars (Cohen, 
1992; Graburn, 1976); however, the characteristics that compose tradition have remained 
relatively unexplored. In comparing these findings to those of Baizerman (1987a, 1987b), 
many of her decisions, such as the location of production, individuals who can teach a craft, 
and methods by which products reach a market, did not surface as influencing tradition for 
textile retailers in this study. In contrast, characteristics, such as the function and meaning 
represented in an object, emerged in this study, but not in Baizerman's work. Perhaps the 
importance of function and meaning is somehow related to whom the player is, type of 
product, or the culture that is involved. Common to both studies is the significant contribution 
that tools and equipment, and technical decisions contribute to tradition in the minds of retailers 
and artisans. The decomposition of textile traditions revealed in this research warrants further 
testing to uncover similar, different, or added characteristics of tradition that may exist in 
textiles, all crafts, and among textile retailers, producers, and consumers. 
Results from this study also delineate the selection and interpretation processes that 
occur in product acquisition and development as they relate to continuing textile traditions. 
Retailers described their textile product innovations as selections of possibilities and 
"inventions", thereby supporting both Horner (1992) and Niessen's (1994b) ideas of tradition 
as selective and inventive processes. Equally striking are the motives and beliefs that guide 
retailers actions. Retailers make product decisions through negotiating between their personal 
beliefs about tradition, the potential characteristics of textile traditions, and the viability of their 
businesses. To attract local and foreign consumers, it is often necessary for retailers to 
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reconcile characteristics of their textile products with their personal definitions of tradition. To 
compensate, retailers redirect their beliefs about tradition towards activities, such as collection 
of native co.stumes, education of Ladinos and foreigners about Indian textiles and culture, and 
rural development. Further exploration of motives surrounding retailers' personal and 
professional decisions and activities would test this finding and contribute to expanded 
scholarly knowledge about the forces that affect tradition in textile products. 
The third scholarly contribution to tradition literature is the manner in which retailers 
conceptualize tradition that can be thought of as interactive concrete and abstract continua of 
traditionality and the theoretical model that the continua represent. Both concrete and abstract 
views of tradition co-exist for retailers. While concrete continua guide daily decision making 
and activities, abstract continua serve as theoretical beliefs held by retailers about change in 
textile products. Abstract continua of traditionality influence retailers more holistically in the 
determination of shop foci, missions, and marketing strategies. What is particularly 
noteworthy about the continua of traditionality is the negotiation process that occurs between 
tradition continua, personal beliefs held by textile retailers, and the need to operate in a 
commercial environment. The forces affecting tradition in textile products illustrate the 
complexities surrounding tradition in Guatemalan textile products. Additional studies testing 
this traditionality model could explore existing and potential new continua that may exist. 
Applications to Textile Craft Marketing 
In addition to the previous contributions to scholarly literature, the results of this study 
can be applied by individuals concerned with and directly involved in craft marketing. 
For consultants, this research 
• Describes a variety of verbal, visual, and written forms of communication that can be 
used for interactions between artisans and intermediaries. 
• Reveals the compositions of relationships textile retailers establish and the importance 
of these linkages to retailers' businesses. 
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• Offers expanded knowledge about various approaches that can be used to develop 
textile products. 
• Provides increased understanding of business practices employed by retailers in their 
interactions with artisans and personal characteristics of artisans that are valued by 
retailers. 
• Reveals the roles and responsibilities that retailers expect from producers with whom 
they work. 
• Provides knowledge about textile product characteristics that are desired by textile 
retailers. 
For retailers, this research 
• Makes available to potential textile retailers in-depth information about methods and 
decisions that compose textile retailing businesses. 
• Offers established textile retailers an opportunity to compare their business practices 
to those of other retailers. 
For educators, this research 
• Provides a framework of tradition for educators who use the concept in their courses. 
This expanded knowledge demonstrates potential elements that compose tradition, 
social factors that may influence perceptions of tradition, and methods by which 
individuals interpret and translate tradition into craft objects. 
Recommendations 
This study serves as a nascent exploration of textile retailers in Antigua, Guatemala. 
Utilizing a combination of naturalistic research methods, a grounded theory of tradition, and 
expanded knowledge about the role of textile retailers in the craft production and marketing 
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system emerged. I recommend that the following inductively-generated hypotheses be tested 
by further reseai'ch as they may apply to additional textile retailers, craft retailers, and other 
retailers located in developing countries. Expanded knowledge about retailers and tradition will 
serve to further understanding of the interactions retailers have with artisans and consumers in 
a growing world market. 
Hypothesis 1: Textile retailers conceptualize tradition in terms of concrete and abstract 
continua of traditionality. These continua are codependent and ai'e inter-
negotiated. How retailers conceptualize the continua affects daily decision 
making and business activities and evolves from the focus, mission, and 
marketing strategies employed in their shops. 
Hypothesis 2: Textile retailers negotiate between their personal beliefs about tradition, 
concrete and abstract continua of traditionality, and the viability of their 
businesses in determining the final product characteristics manifested in textile 
products offered in their shops. 
Hypothesis 3: Textile retailers foster their beliefs about tradition outside of their businesses 
through alternative methods that include, but are not limited to, collecting 
native textiles and costume, educating Ladinos and foreigners about Indian 
textiles and culture, and involving themselves in rural development activities. 
Hypothesis 4: Relationships with key individuals serve as the foundation for retailers' 
businesses and their beliefs about tradition. 
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Hypothesis 5: Retailers function as culture brokers through the interpretation and translation 
of new and continuing textile product characteristics based upon concrete and 
abstract continua of tradition, personal beliefs about tradition, and the goals of 
their businesses. 
Further longitudinal study of textile retailers is needed, as well as the study of textile 
production and tradition from the perspectives of artisans and consumers, to realize a fuller 
understanding of a dynamic craft marketing system located in a tourist community in a 
developing country. 
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SPANISH GLOSSARY 
bolsa, morral 
caites 
calada 
camisa 
capixay, coton 
cincho, banda, 
cinta 
cofradia 
comerciante 
conquistador 
corte 
costumbre 
faja 
gorra 
Bags carried by men that are also made by them. Morrales can be 
knitted or crocheted. Once made of natural colored wool yarns, 
acrylic, cotton, and maguey morrales cire common. 
Leather sandals for men, 
Type of open weave fabric that is being made commercially. 
Sleeved shirt for men introduced by the Spanish. Shirts can be 
made with or without collars and are often made without buttons to 
slip on over one's head. 
Overgarments worn by men usually made of wool. The capixay and 
coton are similar to a poncho. Colon is usually a shorter version. 
cinturon 
Belts worn by men. 
Hair ribbon or hair ties that indigenous women use to wrap or tie 
into their hair often achieving distinctive hair arrangements. 
A religious brotherhood originally initiated by the Spanish and 
eventually embraced by indigenous people. In its present form it is 
an organization devoted to the worship of saints. 
Person who acquires textile items for sale or coordinates the 
production of textile products by others. A comerciante usually has 
the knowledge to be an artisan and may actually produce some 
textile objects for personal use or sale. 
Spanish soldier who, in the 16th century traveled to what is now the 
Caribbean, Mexico, Central America, and South America seeking 
gold and other resources for their country and adventure, fame, 
land, and wealth for themselves. 
Rectangular or circular shaped skirt worn by women. 
The collective idea of custom that includes costume. 
Belt worn by women. It is wrapped around the waist many times 
and the ends are tucked in at the waist. 
Small round cap for infants, usually highly decorated with 
brocading or other embellishment. 
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huipil A Nahuatl (Aztec) term for an indigenous woman's top worn in both 
Guatemala and Mexico. However, the term Pot is a more accurate 
descriptor of an Indian woman's upper body garment in Guatemala 
since it is the term commonly used by indigenous people of that 
country. A huipil is usually square or rectangular in shape and made 
of two to four fabric webs. 
ixcaco, cuyuscate 
jaspe 
Ladino 
milpa 
mola 
muneca 
pantaiones 
Ixcaco is the Indian term and cuyuscate the Spanish term for a tawny 
brown colored cotton native to Guatemala. It consists of short 
fibers and requires hand spinning. The use of ixcaco has declined 
and is often reserved for ceremonial costume. 
The Guatemalan term for ikat or yams that have been dyed using a 
resist dyeing technique. 
Person of both Indian and Spanish heritage who follows Spanish 
customs, speaks Spanish, and wears European clothing. 
The Spanish word for corn or cornfields. 
Blouse worn by the Kuna Indians of Panama that incorporates 
panels made by a reverse applique method. 
Human, both male and female, motif incorporated into a textile item. 
Literally translated it means doll. 
Men's' trousers usually constructed of four webs sewn together 
with a gusset. Pantaiones are usually wrapped or tied with a sash at 
the waist. 
pepenado From the verb, pepenar, "to pick up." Pepenado, also called 
fingerweaving refers to hand brocading that requires the picking up 
of yarns to insert supplementary weft yarns with one's fingers or a 
pointed tool. 
perraje, rebozo Shawls produced on foot and backstrap looms. 
ponchito, rodillera Men's kilt or overskirt worn alone or over trousers. Usually 
constructed of two panels or rectangle wrapped around the hips and 
tied on with a sash. They are usually made of thick, fulled woolen 
fabric. 
posada Inexpensive lodging or boardinghouse. 
quetzal Part of the Guatemalan monetary system symbolized by Q. One 
quetzal is made up of 100 centavos. At the time of this study, the 
exchange rate was approximately Q5.6 to a United States dollar. 
randa A decorative join of panels, usually embroidered. 
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saco, chaqueta 
sarape 
Semana Santa 
servilleta 
sobre pantalones 
sombrero 
European-styled jackets for men that have center front openings 
incorporate buttons and buttonholes. 
Poncho-like garment that drapes over the front and back of a person. 
Usually made of two long rectaiiguiar piece webs, a sarape has a slit 
to put on over one's head. 
The week directly preceding Easter Sunday. Called holy week, it is 
a time of important religious festivals and parades in Antigua. Every 
year many travelers from all over the world venture to Antigua 
during this period. 
Large napkin type cloth that serves a variety of purposes. 
Overtrousers worn over pantalones that are split on the side or in the 
center front exposing the pants worn underneath. 
Hat for men imported from Spain. 
tapete Rug made using a tapestry technique whose form is derived from a 
sarape. 
telar de palitos, telar de cinta 
Spanish phrases for backstrap loom. Literally translated telar de 
palitos means "looms of little sticks" referring to the use of essential 
wooden sticks in the loom itself. Telar de cinta means "waist 
loom." 
tipica 
traje 
A general term for craft and other products that are representative of 
Guatemala. 
Dress that reflects history and customs and can usually be associated 
with individual villages in Guatemala. Traje may also rellect age, 
marital or social status, group membership (e.g. cofradia), or 
participation in a particular life event (e.g., mourning) of the wearer. 
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SHORT INTERVIEW SCHEDULE 
Date: 
Data from Shoo Owner/Managers 
Name: 
Name of business: 
Business address: 
Home Address: 
Shop Hours: 
Introduction for short interview 
Good morning. My name is Josephine Moreno and I am a graduate student of textiles at Iowa 
State University in the United States. I will be conducting a study in Antigua over the next few 
months and I would like to learn more about the shops that sell Guatemalan textiles in Antigua. 
When I return to the US. I will be teaching in a universitj' to students who are studying textiles and 
apparel. If you have time today, I would like to ask you a few questions about your shop. It will 
t^e about 30 minutes and your responses will be confidential. I will be using this information to 
leam more about textiles that are sold in Antigua. At anytime during this interview you may 
withdraw your consent and discontinue the interview. Do you have any questions before we 
proceed? 
1. First, I would like to ask you how you came to be in Antigua? 
How would you describe Antigua as a tourist community? 
3. Why do you think tourists come to Antigua? 
Now, I would like to ask you a few questions about textile products. 
4. How would you describe the range of different types of textile products available for sale in 
Antigua? 
5. Where do the textile products that are sold in your store fit in this range? 
6. If you had to discuss the textile products available in your shop, how would you categorize 
or group them? 
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7. Of all the textile products for sale in your store; 
• which one have you sold the most in quantity over the last year? 
• Which one have you sold the most in sales in the last year? 
• Why do you think this textile product was so successful? 
8. Which textile products have been least successful and why has it not sold well? 
9. Tell me a little about how you acquire the textile products that are available for sale in your 
store. 
Probe: do they acquire textile products directly from artisans/producers? 
(If yes, go to question 10. If no, go to 11.) 
10. Since you work with artisans, can you describe the process by which you find anisans to 
make your textile products? (dependent upon previous question) 
• Do you have criteria the artisan/producer must meet in order for you to buy/order 
products from them? If so, would you describe those criteria? 
• How many artisans do you presently work with? 
Now, I would like to learn a little more about your business. 
11. How would you describe your customers and what do they buy? 
Probe: age 
sex 
nationality 
social class 
social groups 
12. What kind of features and/or characteristics do your customers want in a textile product? 
Probe: color 
materials 
design 
price 
techniques 
function 
13. How many employees do you have and what do they do? 
Probe: sales 
displays 
clean 
alterations/sew 
work with artisan 
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14. In what year did your business open in Antigua? 
15. Could you describe what your business was like when you began? 
Probe: number and types of shops 
types of products you carried 
customer demand 
type of customers 
16. How is your business different today? 
17. How does your business differ from or is similiar to other businesses in Antigua? 
18. What are your plans for the future? 
19. What factors are important to you in defining whether your shop is successful? 
Continuance of demographic data 
20. What was your age on your last birthday? 
21. What languages do you speak? 
22. Are you a citizen of Guatemala? If not, what country? 
o What year did you first arrive in Guatemala? 
23. Sex: 
24. What is the highest grade of regular school you have completed? Please include college, 
vocational or technical training and where did you attend school? 
Less than 12 
12 
1-3 years technical, vocational or college 
College (BS. degree) 
Some graduate work 
Masters degree in 
Ph.D. 
25. Would you describe what you may have learned in school about textile design, production, 
and marketing? 
I would like to thank you for sharing your information with me. I will be staying at the 
and I would like to leave my card with you. It h^ my local address 
on the back of it. I will be continuing my study here in Antigua for the next few months and I will 
be selecting a few individuals to ask additional questions about textiles for sale here in Antigua. 
Would it be possible for me to return in the future to gather additional information from you? 
yes/no (circle one) 
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SHORT OBSERVATION SCHEDULE 
Date: 
Time of day:. 
Name of Business: 
Name of owner/retailer: 
Number of rooms that are selling space: 
Overall square footage; 
I. Overall Ambiance 
very uninteresting, 
not pleasant averaae 
3 " 
verv 
interesting, 
pleasant 
2. Displays 
poorly composed, 
very unimpressive 
1 
averaee 
3 " 
nicely composed, 
very impressive. 
5  
3 .  Housekeeping 
not clean, 
messv 
1 
averaae 
3 " 
very clean, 
neat 
5 
Percentage of textile products available in the shop 
Other products in the shop, (list) 
204 
General impressions of indigenous clothing; 
General impressions of sewn products using local color palette, motifs, and/or form: 
General impressions of sewn products using modiFted color palette, motifs, and/or form: 
Other special features: 
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What are the textile products available for sale in the shop? (Check all that apply.) 
Bedspreads Napkins Placemats Tablecloth 
Table runners Pillow covers Drapes Oven mut 
Dish towels Decorative towels Hammocks Wall hangings 
Blankets 
Women's jackets Women's vests 
Women s hats Dresses 
Purses Belts 
Eyeglass case Jewelry roll 
Women's belts Travel cases 
Women's blouses Women's pants _ 
Skins Women s t-shirts 
Hair accessories Makeup cases 
Notebook cover Bags 
Shawls 
Men's shins Men's pants Men's vests Men's jackets. 
Men's hats Men's belts Men's t-shins 
Unisex shirts. 
Unisex hats_ 
Unisex 
Unisex vests 
Unisex belts 
Unisex 
Unisex pants _ 
Unisex t-shins 
Unisex 
Unisex shons 
Unisex 
Unisex 
Children's pants Children's pullovers Children's shirts Children's vests_ 
Children's jackets Children's bib pants Children's toys Children's t-shins 
Children's booties 
Girl's jumpers Girls shorts Girl's dresses Girl's pants _ 
Girl's blouses Girl's jumpers Girl's vests Girl's jackets. 
Girl's t-shirts 
Boy's shorts Boy's pants Boys shins Boy's jackets. 
Boy's vests Boy's t-shirts 
Yardage Huipiles Cones Fajas _ 
Chaiecos Camisas Pantalones Tzutes. 
Animalitos Lg. stuffed animals Fanny packs. 
backpacks 
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LONG INTERVIEVV SCHEDULE 
Date; 
Name; 
Name of business: 
Business address: 
Home Address: 
Shop Hours: 
Introduction for long interview 
Good morning. My name is Josephine Moreno and we spoice a few of weeics ago regarding your texule business. 
Since we spoice last. I have begun a more in-depth portion of my study. At the time of our earlier interview, you 
indicated willingness to participate in a longer interview. I have identified your business as representing a group 
of textile retailers in Antigua and I would be very interested in knowing more about textile shops such as yours that 
sell Guatemalan textiles in Anugua. More specifically, with your permission 1 am interested in interviewing you 
and your employees further and conducdng detailed observations of your shop. The interview widi you will take 
about 3 hours and can take place in shorter periods over several days. The interview with your employees take 
about fifteen minutes apiece. I would like to observe your shop over a period of two to three days during a dme 
that is convenient to bodi you and your staff. All of the information I gather will be kept strictly confidenual and 
you may wididraw your consent and discontinue the process at any time. The informauon I gather will be used to 
understand die role that texule retailers such as yourself play in die production and markeung of Guatemalan textile 
products. This information will help texule retailers and artisans in the future understand how their interaction with 
one anodier helps to facilitate textile production and markeung. I would also be glad to share a summary of my 
study with you in the future if you are interested (yes/no). Do you have any questions before we proceed? 
A. Business History 
First, 1 would like to begin by asking you a few questions about Antigua. 
Al. Previously, you described Antigua as (answer from short interview). Would you like 
to add anything to your description? (extension of short interview, Q^2) 
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A2. Earlier you had mentioned diat tourists come to Antigua because (answer from short 
interview. Off3). Is there anything else you would like to add? 
A3. Have you always lived in Antigua/Guatemala? (short interview, Qs #1, 22) 
A4. If not, in what year did you move to Guatemala then to Antigua? (short interview, 
Q;S'14) 
Now, I would like to ask you some general questions about your shop. 
A5. What were some of the reasons you started business as a retailer in Antigua? 
(short interview) 
A6. Have you always sold textiles? (short interview) 
A7. Besides this business, do you have an occupation or job other than running your shop? 
A8. What are your plans for the future? (short interview, Q#18) 
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B. Product Acquistion 
Earlier in my short interviews, I asked shop owners to describe the different types of 
textile products available for sale in Antigua. I have written all of the descriptions on 
this set of cards. What words best describe your business? Are there any other words 
you would like to add to the list you chose? 
Would you name those shops you believe could be described by a similar set of words? 
Earlier you described the way you acquire the textile products that are available for sale 
in your shop as (answer from short interview. Off9.) Is there anything else you would 
like to add? 
Additionally you described the following criteria the artisan/commerciante must meet 
in order for you to buy/order products from them. Is there anything else you would like 
to add? (short interview, Q^IO) 
Approximately how often do you add or delete textile items for sale in your shop? 
(Probe: daily, weekly, monthly, seasonaly, annualy, other) 
Some store owners/managers have mentioned they work with cooperative groups. What 
are your experiences working with them? 
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C. Product Development 
Sources of product ideas 
CI. People get ideas for new trends in textile products from many sources. Where do you 
get ideas about textile trends? 
(Probe: friends, family, customers, other retailers, fashion magazines, books, television, 
radio) 
C2. What steps do you take when developing a new textile product? 
(Probe: source of ideas, decisions about materials, artisans, consumer) 
C3. Where do the majority of your textile products come from in Guatemala? 
C4. How would you define quality in Guatemalan fabrics? Low quality? High quality? 
Artisan/Commerciante Interaction 
Now, I would like to learn more about the artisans/comerciantes you work with. 
C5. How would you define an artisan? 
C6. How would you define a commerciante? 
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CI .  How many artisans/comerciantes do you presently work with? (short interview, Q#10) 
C8. Do you work directly with all of these artisans/comerciantes? 
C9. Of the total number of artisans/comerciantes you work with, how many of them make 
textile products exclusively for your shop? 
CIO. How important to you is having "exclusive" products for your shop? 
Cll. How often do you meet with each artisan/comerciante? 
(Probe; daily, weekly, monthly, seasonally, other) 
C12. Where do you usually meet with the artisans/comerciantes? 
C13. How do you decide which artisans/comerciantes will make a particular textile product 
for you? (short interview) 
C14. How do you communicate with artisans/comerciantes? 
(Probe: speaking, diagrams on paper, written orders) 
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C15. Do the artisans/comerciantes you work with spealc the same language you do? 
If not, what language/s do they speak? 
C16. If you and an artisan/comerciante do not have a common language, how do you 
communicate with each other? 
C M .  When you have an idea for a new product how easy/difficult is it to communicate your 
idea to the artisan/comerciante? 
CI8. Of the textile products that you carry in your shop and define as "traditional," which if 
any of the follow items do you determine and which are determined by the artisan? 
Object Decisions Artisan Retailer Together Other 
Choice of tools, equipment 
Choice of materials 
Choice of fabric structure 
Choice of warp/weft ratio 
Choice of techniques 
Choice of colors 
Choice of design/motifs 
Choice of proponion 
Process decisions 
Wliere is it done? 
When is it done? 
Who can leam/practice the craft? . . 
What is their gender? 
What is their age? 
What is their social status? 
Who can teach the craft 
What will be taught 
What suppon systems exist for 
the artisan 
How much is to be produced 
Distribution decisions 
To whom is it given/sold? . . . . 
How does it reach die market? . 
Who evaluates the final object? . . 
How will the object be used? 
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Customers 
CI9. Earlier you described you customers as (answer from short interview, Q^ll) is tliere 
anything else you would liice to add? 
C20. Why do you think your customers come to your store over others that are available in 
Antigua? 
C21. Besides (product characteristics from short inteview. OfflD are there any other 
product characteristics your customers want in a textile product? 
(Probe: color, materials, design, price, techniques, function, textures) 
C22. How do you know what customers want to buy? 
C23. How would you like your customers to think of your shop and textile products? 
D. PRODUCT MARKETING 
Inventory 
Dl. How do you keep track of you orders? 
D2. How do you keep track of the textile products you have in stock? 
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D3. How do you keep track of what was ordered or paid for? 
D4. If a textile itein does not sell very well, what actions do you take? 
Business 
D5. What plans do you have for your business? (short interview, Q^18) 
D6. Are these the same as or different from the plans from when you first started? 
D7. What factors are important to you in defining whether your shop is successful? (short 
interview, Q^19) 
D8. How important are exports to your overall business? 
Now I would like you to think of all the time you spend ordering supplies, planning, producing, 
and marketing your products. 
D9. In an average week or month, how much time do you personally spend on your 
business? 
hours per week/month (circle one) 
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DIO. How much time (per weelc/month) is devoted to interactions with artisans who make 
products that are sold in your shop? 
Employees 
Next, I would like to talk with-you about the employees who may work for you? 
D I l .  H o w  m a n y  e m p l o y e e s  d o  y o u  h a v e  a n d  w h a t  a r e  t h e i r  r e s p o n s i b i l i t i e s ?  ( s h o r t  
interview, Q^13) 
D12. How do you select your employees? 
(Probe: skills, family member, friend) 
Sales 
D13. In our previous discussion I noted all of the textile products that are available in your 
shop and I have put each one on a card. Are there any products 1 overlooked? (if yes, 
write each of them on a seperate card). Now, using this cards representing the textile 
products you have in your store, sort them in any way that makes sense to you? How 
would you describe or conceptualize each group? 
DM, I know that decisions about pricing are very complex and it is probably better to put 
them in context; therefore, would it be possible for you to select three typical textile 
products in your store and describe how you decided upon the prices for those items? 
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Advertising 
D15. Which of the following types of promotion or advertising do you use to market your 
textile products. Do you use: 
Advertising type 
Business cards 
Hang tags 
Promotional flyers 
Mailers 
Postcards 
Individual paid advertisements . . 
Group paid advertisements .... 
Free advertising 
Exhibitions, competitions 
Yes No Where available 
D16. Could you describe where you advertise in Antigua? Which are most effective? 
D17. What textile product characteristics do you promote in advertisements and why? 
D18. In the past year, approximately how much did you spend on advertising? 
E. TRADITION 
E l .  T h e  c o n c e p t  o f  t r a d i t i o n  i n  t e x t i l e s  v a r i e s  f r o m  p e r s o n  t o  p e r s o n .  H o v /  w o u l d  y o u  
define tradition in Guatemalan textiles? 
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Of the textile products available for sale in your shop, which are most traditional and 
why? 
Which textile products are least traditional and why? 
How do you define "tipica" and how important do you think it is to tradition? 
As far as you are concerned, what characteristics make a Guatemalan textile product 
"traditional"? 
What changes have taken place in how Guatemalan textiles are produced in the last 10 
years? How about in the last five years? 
What changes have taken place in the textiles products themselves over the past ten 
years? How about in the last five years? (Probe: form, color, function) 
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E8. When you have developed a new textile product, do you think you are contributing to 
tradition? If so, how? 
E9. If textile products were made using the long established method of production, but they 
appeared very different than products made in the past, would you consider them 
traditional textile products? 
(Probe: tools, equipment, materials, fabric structure, warp/weft ratio, techniques, 
colors, design/motifs, proportion) 
ElO. If textile products appeared the same as they have for many years, but were made using 
new methods of production other than using the long established backstrap loom or 
floor loom for example, would you consider them traditional textile products? 
(Probe: machine woven yardage, machine embroidery, tools/equipment, techniques, 
hand embroidery versus brocade) 
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E l l .  O n  t h e  f o l l o w i n g  s e t  o f  c a r d s  I  h a v e  l i s t e d  d e c i s i o n s  t h a t  a r e  m a d e  a b o u t  t e x t i l e  
products. I would like you to think about textile products that address change and sort 
the cards by those textile product decisions that can change and still remain traditional 
and those decisions that exhibit change and are no longer traditional? 
(list: choice of tools/equipment, choice of materials, choice of fabric structure, choice 
of warp/weft ratio, choice of techniques, choice of colors, choice of design/motifs, 
choice of proportion. Where is it done?. When is it done? Who can learn/practice the 
craft? What is their gender? Age? Social status? Who can teach the craft? What will be 
taught? What support systems exist for the artisan? How much is to be produced? To 
whom is it give/sold? How does it reach the market? Who evaluates the object? How 
will the object be used?) 
E12. What direction do you hope the production of Guatemalan textiles and textile products 
will take in the future. How do you think it would affect tradition in Guatemalan 
textiles? 
This last set of questions are overall summaries about your business. 
EI3. What are you biggest challenges in running the business? 
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E14. What are your biggest satisfactions in running the business? 
E15. Finally, are there any other things about running a retail shop and selling textiles that 
you believe I should know? 
APPENDIX E; LONG OBSERVATION SCHEDULE 
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LONG OBSER^'ATION SCHEDULE 
Date: 
Time of day: 
Name of Business: 
Name of owner/retailer: 
No. of rooms in shop that are selling space: 
Overall square footage: 
Photographs taken; 
Exterior Interior People Textile products 
Sketch of floor layout: 
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Impression of floor layout; 
A. Advertising/customer info/product knowledge 
coramems: 
A l .  S i g n a g e  v i s i b l e  yes/no (circle one) 
A2. Business cards available yes/no 
Info available on card: 
A3. Hangtags on products for sale yes/no 
Info available on tag: 
A4. Price tags available on 
textile products yes/no 
Info available on tag: 
A5. Flyers or other advertising 
media available yes/no 
Informauon available on media: 
B. Store Atmosphere/Ambiance 
B l .  O v e r a l l  a m b i e n c e :  
ummeresting, 
not pleasant average 
3 4 
very 
interesting, 
pleasant 
5 
comments on ambiance: 
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B2. Displays: 
poorly composetl, 
very unimpressive 
1 
average 
3 
nicely composed, 
very impressive 
B3. Housekeeping: 
not clean, 
not neat average 
3 
very clean, 
and neat 
B4. Appearance of Merchandise: (sewing, rmishing): 
B5. Dressing room comments: (mirrors, lighting, space) 
B6. Lighting comments; 
B7. Visibility of security; 
C I .  F i x t u r i n g :  
No. of tables: 
No. of shelving units; 
No. of standing fixtures; 
Four-ways; 
C. Fixturing/displays 
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Waterfalls; 
T-stands: 
Round rings: 
Parallel bars; 
Odier: 
Other; 
C2, Furniture fixtures 
(No. of tables, bookcases, armoires, and/or other furniture) 
C3. Comments on wrapstand: 
C4. Merchandising of fixtures: 
poorly composed, nicely composed 
very unimpressive average very impressive 
1 2 3 4 5 
C5. Wall displays: 
poorly composed, nicely composed, 
very unimpressive average very impressive 
1 2 3 4 5 
C6. Comments on backstock: 
C7. Percentage of available products that are textiles: 
Other products in the shop, (list) 
C8. Use of color in shop: 
(Probe; store decor, color ot textile products, repititon, system of organization) 
C9. Assortment (describe: narrow, wide, shallow, deep) 
0. Employee Appraisals 
D 1 ,  D a t e  o f  o b s e r v a t i o n ;  
D2. Employee name: 
D3. Personal grooming; unkept/clean and neat/well-groomed 
Personality descriptives; 
friendly outgoing talkative bubbly reserved 
unfriendly hostile shy pleasant quiet 
helpful uninterested rude sarcastic nice 
harsh loud intrusive other other 
Additional comments; 
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E. Appraisal of interaction 
E l .  O v e r a l l  i m p r e s s i o n  o f  p e r s o n a l  i n t e r a c t i o n :  
Friendly/open Reserved Unfriendly 
E2. Interactions observed on this date: 
Employee - customer(s): 
Owner - customer(s): 
Owner - employee: 
Employee - employee: 
Other: 
E3. Customers observed: 
How many? 
How was/were customer/s greeted? 
How did customer respond? 
Did customer make a purchase? 
Additional comments: 
F. Other observations and comments: 
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G. Pricing 
What are Uie pnces (In Qs) of ihe lexiile producis availabia lor sale m ifte shop' Lisi all Uut apply.) 
BedspreuUs 
Tabic runners 
Oiiili towels 
Bluiikets 
Couch/fool ihrows 
Womea's jackets 
Women's hats 
Wotnen's shorts 
Men's sliins 
Men's liats 
Ties 
Unisex shins 
Unisex hats 
Unisex jackets 
Unisex batlirobes 
Children's pants 
Children's jackets 
Children's booties 
Girl's jumpers 
Girl's tops 
Girl's t-shins 
Boy's shorts 
Boy's vests 
Tela tipica 
Chalecos 
Monales 
Children's traje 
Animalitos 
Backpacks 
Fabric frames 
Pulseras 
Passport bags 
Jewelery roll 
Jewelery bags 
Hair accessories 
Camera straps 
Other 
Odier 
Other 
Other 
Other 
Other 
Other 
Napkins 
Pillow covers 
Decorative towels 
Rugs 
Other 
Women's vests 
Dresses 
Women's belts 
Men's pants 
Men's belts 
Unisex vests 
Unisex belts 
Unisex shirts 
Other 
Children's pullovers 
Children's bib pants 
Children's shorts 
Girls shorts 
Girl's jumpers 
Girl's skirts 
Boy's pants 
Boy's t-shirts 
Huipiles 
Camisas 
Uenzos de huipiles 
Huipil pieces 
Lg. stuffed animals 
Coffee bags 
Wallets 
Checkbook holders 
Sashes 
Cosmetic bags 
Fbrc cvrd briefcse 
Assid bags 
Worry dolls 
Other 
Other 
Odier 
Other 
Odier 
Other 
Other 
Placeniats 
Drapes 
Hammocks 
Aprons 
Other 
Women's blouses 
Skirts 
Wpmen's coats 
Men's vests 
Men's t-shins 
Unisex pants 
Unisex t-shirts 
Unisex bathrobes 
Other 
Children's shirts 
Children's toys 
Children's belts 
Girl's dresses 
Girl's vests 
Odier 
Boys shins 
Other 
Cones 
Pantalooes 
Traje completo 
Other 
Fanny packs 
Coinpurses 
Xmas wreadis 
Slippers 
Camera bags 
Scarves 
Fabric shoes 
Purses 
Other 
Other 
Odier 
Odier 
Odier 
Other 
Other 
Odier 
Tablecloth 
Oven mitt 
Wall hangings 
Cocktail Napkins 
Other 
Women's pants 
Women's t-shins 
Womea's sweaters 
Men's jackets 
Men's shorts 
Unisex shorts 
Unisex sweatshirts 
Umsex bib pants 
Other 
Children's vests 
Children's t-shirts 
Children's shoes 
Girl's pants 
Girl's jackets 
Other 
Boy's jackets 
Other 
Fajas 
Tzutes 
Cincas de pelo 
Odier 
Hacky sacks 
Munecos 
Xmas stockings 
Pincushions 
Cigarrette holder 
Eyeglass keepers 
Notebook covers 
Priest's stole 
Other 
Other 
Odier 
Other 
Odier 
Odier 
Other 
Odier 
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Information for Review of Research Involving Human Subjects 
Iowa Slat* Umvarsrtv 
(Please rvoe ana use tne anccnea instnjcrions for comoieting fnis fonn) 
1 TitifnfPmiiTi '^han&T.ne Texciie Tradiclons: Perspaciivus or TexttJ.e Recalidrs In Anclgua. 
CuaceoaJLa 
2. I agree lo provide lAe preper survetUiince at this project to insure Uiat Uie ngtus and welfare oi' the human subjects are 
protected. I will report any advene reacnons to the commtuee, AddUioni to or cnanges m reseann procedures alter tne 
projeahas beenapproved will h«submitttd to theeommiaee lorreview. 1 agree lorequestrenewal of approval for any project 
continuing more man one year. ^ 
Josephine M. Moreno ij/1 L/9^ 
TypolNinMoi PnnaMinvcsuiiuir Dftu 3;[(Miure oi PnnciiMU inveiufuor 
Textiles & Clothing 1052 LeBaron Hall 4-8519 
Dvpanmcni Cimfww Aoarai CiApui Icjrprwnc 
3. Signzmres 01 other invcsugators Date Relauonsnip to Princtpallnvesugaior 
4. Principal Invesugatorfs) (check all that apply) 
• Faculty ID Staff [S Graduate Student IZ Undergraduate Student 
5. Project (check all that apply) 
• Research H Thesis or dissertanon 31 Class project ~ Independent Study (490.590. Honors project) 
6. Number of subjects (complete all that apply) 
3^ # Adults, non-smdcnts # ISU student # minors under 14 other (explain) 
» mmon 14. 17 
7. Brief descnpuon of proposed teseaicn involving human subjects: (S«e instructions. Item 7. Use an additional page iC 
needed.) 
This research will examine the role chat ta.ttile retailers in Antiigua, Guatemala play in the 
production, product developuenc, and raarkeninz of textile products. I: will be a qualitative 
study in which the researcher will collect data by using serai-structured interviews and 
systematic observation, examine written docunents, photograph textile proaucts, and develop 
extensive ethnographic notes. 
The complete set of textile retailers in Antigua will be identified, and the short inter­
view schedule will be used to gather inforaation for later categorization. P.etail estab-
lishsents will then be categorized and confirmed by a second researcher. From this categor­
ization, a purposive sample will be selected and permission obtained from approximately 8-10 
Textile retailers to be Included as a part of the more in-depth study. The in-depth portion 
j: data collection will include a detailed interview and observation schedule in addition ti 
•i."camination of textile products and written documents. [see attached page] 
(Please do not send research, thesis, or dissertation proposals.) 
3. Informed Consent: ~ Signed informed consent will be obtained. lAuach a copy of your form.) 
ModiTied informed consent will be obtamed. (See instrucuons, item 8.) 
Zj Not applicable to t/iis projecL 
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Confidomalitv of Daja; Descnbe below uie meuiods to be used to ensure me comldennaliiy of dnu ootainea. (Ses  
imnucuons. iiem 9.) ) 
Tha nanus and responses of all subjeccs «xil be serially cotitiobnc-ial and will 
noc be shared with any person other chan che second researcher''. The dissercacion, 
summaries, or papers :hac resulc from chis research vill be In summary :or:n only. 
10. Whai risks or discomfon will be pan of ihe study? Will subjects in the research be placed at nsic or incur discomfort? 
Descnbs any nslcs u> the subjects and pcEcauuons that will be taicsn to minimizs them. (The concept of nsk goes beyond 
physuai tisk and includes risks to subjects' dignity and self-respect as well as psychological or emoaonal nsk. See 
inscruaions, item 10.) 
.Moc applicable 
11. CHECK ALL of the following tiiat apply to your toearch: 
• A. Medical cieatance nccessary before subjects can panicipaie 
• B. Samples (Blood, tissue, etc.) from subjects 
• C. Admuusttanon of substances (foods, drugs, etc.) to subjects 
• D. Physical exercise or conditioning for subjects 
• E. Deception of subjects 
• F. Subjects under 14 years of age and/or • Subjects 14-17 years of age 
• G. Subjects in institutions (nursing homes, prisons, etc.) 
• H. Research must be approved by another instmiaon or agency (Attach letters of approval) 
If jrtiu checited IDT of the items in 11, please etxnplete the foUowiag in the space below (include any attachments): 
Items A-D Oescnbe the procedures and note the safety precautions being taken. 
Item E Describe how subjects will be deceived: justify the deception: indicate the debiietlng procedure, including 
tiie timing and information to be presented U3 subjects. 
Hem F For subjects under the age of 14, indicate how im'oimed consent from parents or legally authorized repre-
sentanves as well as from subjects will be obtained. 
Items G & H Specify the agency or instiuition that must approve the projecL If subjects m any outside agency or 
instiiution are involved, approval must be obtained prior to beginmng Ihe reseaich. and the letter ot approval 
should be filed. 
Moreno, J. - Research involving human subjects 
7 condnuadon from page one 
Subjea involvement will consist of individual,generaJ,and in-depth interviews. The 
subjects of this study will be adult individuals who own or tnanage a texdie-orienced retail 
establishment in Andgua, Guatemala at the dme of die study. Subjects may be either males 
or females. Muldple interviews will be conducted with the final 8-10 subjects. 
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Las: Name o'' ^"nciDal invesz'aaiar Moreno 
a:: Cbcckiist f o r  A i a c b m t n t s  a n d  Time Schedule 
The rolloinug are anactaed (please check): 
12..2 Letter or wnaensDiemenno subjeca moicaung clearly; a par: or chu aaca-gacherT.ng •inscrumanc 
a) purpose oi the research 
b) the lue ot" any identitler codes (names. #'s). how they will be usea. and wnen mey will be 
removed (see Item 17) 
c) an esntnaifi ol ume needed for pamcipaiion in the research and the place 
d) il applicable, locanon ot the reseaich xavity 
e) how you will ensure coniidentiality 
0 in a longitudinal study, note wnen and how you will contact subjects later 
g) pamapauon is voluntary; nonparacnaaon will not atfec: evaluations ot the suojec: 
I3.cz ConsfJit form (if applicable) 
14,1^3 Letter of approval for research Bom cooperaang orgaruzauons or insamuons (if applicable) 
15. Daa-^ithenng insauments 
16. Anacipated dates for contact with subjectr. 
First Contact Last Contact 
17. If applicable: anticipated rfati- uiat ideniifieTS will be removed &om completed survey inrauments and/or audio or visual 
tapes will be erased; 
06/30/9i > ^ r / 3 l / 9 ^ L  
.Moaui/ Dty / Yor Montn I Oiy / Vur 
A C / T 1 / Q C  
•Month I Day 
IS. Signature of Departmental £*esunve Officer Date Department or Admmisiranve Unit 
!9. Decision of the U'nivenity Human Subjects Review CommitBi: 
Project Approved .=roieci Not Approved So AcDon Reouirea 
/ - ' . f  c /  
.Name of Committee Ciairperson Date ' Signaaire of Committi: Chairperson 
5C; 1/90 
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lowA STATE UNIVERSITY 
O F  S C I E N C t  - K N D  T 8 C H ^ U L 0 G ^ •  nr|i.innu'ni m '^-snir^ .uu: \ .»<jnini; 
lA'O.irno H.ill 
Anu-> it'VN.i I I " V 
,1 
K.W 51 i uu4-njpj 
April 15, 1994 
Greetings from Iowa State University, 
I am pleased to introduce Josephine Moreno who is a graduate student in the 
Department of Textiles and Clothing at Iowa State University. Josephine will be in 
Antigua for the next several months to conduct a study of textile retail shops. Upon her 
return to Iowa State University, Josephine will complete her doctoral degree in 
preparation for a career as a university professor. Her areas of specialization are the 
cultural and business aspects of textiles and clothing. 
As a shop owner or manager, you have special expertise from which Josephine could 
leam. I would appreciate any assistance you could offer to Josephine in sharing your 
experiences concerning running a retail shop in Antigua. She is eager to leam how 
your shop has evolved and to gain insights from you on the marketing of Guatemalan 
textiles. 
We will be happy to share a summary of Josephine's study upon its completion. 
Please be assured that your comments will be kept in strictest confidence; your name 
will not be associated with specific statements in the written report. Rather, the results 
will be presented as summanes. 
Again, any assistance you can provide to Josephine (vioreno will be greatly 
appreciated. I look fonvard to meeting you in person while I am in Antigua in mid-May. 
Sincerely, 
Mary Littrell, Ph.D. 
Professor and Chairperson 
Department of Textiles and Clothing 
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Emergent Theme: Products 
But my absolute, most loyal customers are...big women who have not been able to find clothes 
anywhere in Guatemala because most of them are cut for a much smaller size. They are loyal 
and lovely customers and I always look forward to seeing them. [1] 
I mean basically there are only so many, we've got like a basic pattern for all the sizes and for 
basic shorts just the size you want. What inch elastic you want, whether you want a zipper or 
more elastic. I mean it's not really very hard. I don't ever feel like, oh the pants I look at if 
they're going to have a straight leg, wide leg, tapered leg. I mean, 1 may be totally wrong, but 
for me the most creative part is not the pattern as much as it is the cloth that's going to go into 
it. [5] 
It just depends on the turnover. For instance, if they are pieces I am aware will not be 
available in the future anymore, than I buy. But, if it is a product they constantly do, I don't 
buy it if I don't need it. £12] 
I have some things [made that are sold in the streets] but I don't buy them if I can make them 
because everything here I make. [13] 
I said we're kind of lazy, we're not like real up on fashion, rabid merchandisers. What I really 
like, the fun thing is to get an idea and then to go ahead and put something new in. Or I'll see 
something in Vogue magazine... [7] 
Pretty many people love them. Because they are fine little examples of weaving. For someone 
who likes weaving, it is a great example of weaving. People who don't even understand the 
weaving it's pretty anyway. But, if you happen to appreciate the weaving, each one is a 
wonderful example of weaving, of backstrap weaving. [14] 
I always look at the fabrics first and see what that could be adapted into something. [11] 
Well, in textile production the product must be very fresh [looking], like a lettuce, or it is clean 
and well made and this is one of the reasons. [10] 
Its an inspiration from many sources, but the jaspe in that fabric is all traditional. But the 
colors are new. They are really not the traditional colors. It looks traditional, but it is really an 
adaptation. [9] 
Designs come from our ancestors. A tradition that has been conserved. It is continued so that 
it doesn't disappear. [4] 
Well, of the products, one already has a shirt or knows the body or if one wants to change, one 
changes only the measurements...Now with regard to the design or the product, there are 
people who say "I want it more or less in this form," or they will bring in a dress because they 
can't find anyone to make it around here. [2] 
But quality I think should be used in everyone. Quality of color, quality of thread, quality of 
technique... [12] 
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Emergent Theme: Relationships 
And sometimes he'll call and confirm with me, but they know that those two men have worked 
with me for a long time and they are perfectly responsible to give an order. And that I would 
back them up even if it turned out to be something that we didn't need, I'd still buy it. [ 1 ] 
Like this one man in San Marcos, I can just go sit, he has the patience of Job. he will let me sit 
there at the loom and we can change and do everything. Then there are other people they 
wouldn't understand it. They wouldn't have the time or the effort, so its just like learning kind 
of how they do. [5] 
Sometimes it is very rudimentary translation, but we are so used to it, talking to people whose 
first language isn't Spanish. You sort of learn how to speak to people so that they will 
understand, it is simple. There are words that you know...like in cakchiquel, there are a lot of 
Spanish words that are thrown in there, and you just sort of learn to use the words that they 
recognize. You just learn how to talk. I don't even remember how. Its just a question of 
experience of communicating with people, [14] 
It's his factory. He works for me exclusively, but he's boss of everybody else... I order from 
him. So, I basically work with him. [3] 
Only with groups we have the compromise, that would make it more clear. We compromised 
with groups that are part of , the rest that we are not compromising, either they are groups 
or individuals, we only take as a consignment. Not obligated... [11] 
We are dealing with the brokers in between, the comerciantes. But, my textiles don't come 
from the weaves, they come from the people who go around and gather them. [7] 
She is like the one in charge of the workshop and she is very bright. She understands very 
well what I mean. If she has questions, she asks. She is really excellent person to work with. 
She is the one who takes care of putting out the threads. [9] 
That man just has something other men in Momostenango... I have worked with a lot of 
comerciantes from Momostenango and I've had good relationships with all of them that I've 
worked with. What does this man have that's different that we've stuck it out. I don't know 
what... I suspect he probably also likes to feel that he's doing something really, really special. 
I was shocked by him when I was going to be getting out of the business end. I mentioned to 
him and I wanted him to know the people that he would be working with and we've had some 
awful times. There's been times when he wouldn't speak to me, he would leave the blankets 
without speaking to me. Things like that... We've had some, and I'm pretty straight forward 
about his inability to deliver what we ask for. But, when I said that I wouldn't be dealing with 
him directly on a regular basis he said, "then I won't be bringing them any more" and it 
absolutely floored me. I thought he would be delighted. I don't know what the man thought 
about the relationship, but, I suspect that he probably likes feeling that I really recognize the 
quality and it made him made when I won't accept it, when it's lower. But I think that's 
probably what he liked. [8] 
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Emergent Theme: Tradition 
The actual fabric that I choose or the actual textile that I'm working with, in color and what I 
may exact in terms of design may in fact be not traditional, but if it keeps a traditional weaving 
family weaving, then in some ways, I'm continuing a tradition. [1] 
Then one is I feel I just take them away from tradition when I order tons of solids. Except I 
know I;m keeping them weaving, I'm keeping them busy. I ,m keeping them eating, so that's 
the way I justify tipica at its best commercial level is encouraging and perpetuating traditional 
techniques and craft designs. At its worst, stylized cofradia plate design in Rasta colors, is 
tipica at its worst. [5] 
Their history of use, function in the culture. The fact that you can recognize from where they 
come. That is changing a bit now, but still it's, the traditions are .still quite strong. [14] 
In each village has their own tradition in that aspect. ..Each village has a different type of 
wearing, too. Like for instance, Santiago Atitlan never had a belt. They always tied their 
skirts like this. So do the coastal areas like San Sebastian Repaleo Semayac. A new type of, 
making a knot in their skirts, no sash. There the mean wear sashes, not the women. And like 
Comalapa, they have different scales of sashes. If your pregnant you have a very long and 
very wide sash. If you are young and pretty you have a more narrow sash and not as long. If 
you are an older woman you have again a very wide and long, long sash so you can hold up 
your figure with a big, huge belt. [12] 
I think the tipica originally started from traditional products, but over the years they've 
changed...so I think a traditional product is tipica. [3] 
Tradition is always the backstrap loom. [11] 
It could have anything in it that means something to them. The symbolism. If it has some 
double-headed eagle or some of them old figures in it, then it is traditional. [7] 
Obviously the antiques and antique textiles are traditional because they are the tradition. I don't 
know if I have anything else that's traditional. The rugs are not traditional simply because I'm 
skimming off a quality of weaving and the type of weaving itself is not, does not really have a 
very long tradition. [8] 
Well, its that this type of this design has come from our ancestors. It is a tradition that has 
been preserved for example, they leave us that tradition and we follow it and follow it so it 
doesn't disappear. [4] 
No, I think in my mind I would have to set it up as tradition, as a traditional product if it is 
from Guatemala and if it referred to the Guatemalan culture, and as you said in terms of 
designs and in terms of looks, it looks traditional, I think so because I don't have a prejudice 
against again machines. [9] 
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APPENDIX I: SUBTHEMES CONTAINED WITHIN RELATIONSHIPS THEME 
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Emergent Theme: Relationships 
Subthemes; Retailer's background experiences 
Cultural understanding and compassion 
Communication strategies 
Relationship building 
Relationship composites 
Sample data representing retailer's background experiences: 
It helps that I know how to weave and spin and know what I warned. [8] 
Well over the years, it's now my experience. I have some notes on them as to what they do as 
well as their equipment. [5] 
I wish I had more knowledge of textiles, because I'm not leading the weavers anywhere that 
they don't already know, but I think it would be great for all of us if that could be something 
that I did contribute in my item here. But in my previous life, I knew nothing about fabrics. I 
was a terrific shopper, but I never made anything [1] 
Textiles and traje was one of the most impressive things that struck me when I first arrived in 
Guatemala. [6] 
But, I don't go through all tho.se steps in design that trained designers go through. We just 
basically make things that we like or that the material lends itself [to]. [ 14] 
1 have leai'ned the tradition from the Indians, so I am a student of the tradition of their way, 
how to wear the weavings in a traditional way. I just try to pass this on to those people who 
don't know. [12] 
Sample data representing cultural understanding and compassion: 
I bought twelve looms in San Marcos and we did our own rayon on our own looms in our own 
factoiy. After a year and a half of going up there once a month; yet, the artisans really prefer 
working at home. They really didn't want to do that so I continued buying their rayon and 
buying their cotton and I sold them all the looms one by one. Just like home. Yeah, most of 
them paid them out over one or two years. I mean it took forever. [5] 
It is just that you are dealing with things that aren't even in the culture. Like they don't use 
placemats. It doesn't make any sense to them why a dozen placemats should all be the same 
size. So that is the concept that is hard to get across so once they get it, then they understand 
why, but they don't use placemats. Why should they understand that? A cocktail napkin, they 
don't, you know. I think so much of weaving that is done in Guatemala through the years and 
traditionally it is one of a kind item. So the idea of uniformity, is a little bit foreign. [14] 
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I am aware of the fact that they have to live and we cannot absorb everything that they offer, 
so we buy from, let's say this man from Chajul who I know sits in the park and sells exactly 
the same product, offering in the park what he wants to sell to me. But, I don't care because 
he has to make a living and before this type of merchant, they would never even dare to sit in 
any place her, that is really pretty new. [12] 
Sample data representing communication strategies: 
the green fabric that was from last yetir, but I just, the trama and pie, I got mixed up so when I 
made the order that was my mistake. Just explaining sometimes, it depends on their 
intelligence whether they, I think it happens a lot with Guatemalans. Not too much in just 
weavers, but of experience, people trying to explain an idea to some people. I don't know if 
so much of it's my Spanish or their intelligence, but then we usually get it across. [3] 
We have like a nothing formal. We have these kinds of things. That is an order and here it 
says that the date and the article and the quantity and everything. And then the certification. If 
a drawing is needed , then I give them a drawing. [11] 
her in the store [we meet]. And sometimes I go... Usually I have worked with those artisans 
for twelve years or more and it is logical that all of them are very good. Then when 1 have an 
new article, I give it to him, one that is less busy or with time to work. [ 10] 
But we set out like a formula from the very beginning. It is like in weaving, normally there is 
like a repetition, you repeat things, so what I do is I give them instructions...so we don't give 
the whole thing. It's like we just put them the instructions. So, they know how to read the 
instructions, you have to remember they have been working for years already, so they know 
what type of instructions we give out to others. For example, the person that does the jaspes 
for us, the ikat. He doesn't know how to read or write, but he know numbers very well, so 
his wife reads for him and he is very bright with numbers so there is not problem [9] 
I think with what I had or with knowing how little the other person understood that I could do 
a lot with that and a drawing. [Its] a lot of hit and miss. A friend went up with me one time, 
that has a small hotel and we were going to pick up part of your order and show went up with 
me and I was wanting to make a blanket so that I could cut the blanket into little envelopes, 
pieces, letter size pieces with all different colors on it and I had the design drawn out. But a 
person who does not have schooling, it's just incredible how little they know about that kind of 
thing. But, I've worked a long time in kindergarten and I've always said that working in 
kindergarten...[8] 
Sample data representing relationship building: 
If I know a group is coming in today, I wouldn't stay at home. I would come and meet with 
them even if it wash just briefly. [14] 
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They only come two or three of them, so what I do is I sit here and if we don't have space we 
go outside. We look at the weavings that they bring, we measure them. We see if they are 
okay; if they are exactly what we asked for. If they are some bad, we return them because at 
the stage they shouldn't make anything wrong, because they are not beginners. When they 
begin we buy them all, but when they are already working with us for many years, we don't 
take anything that is wrong, then we give the again [order], if they don't understand, I try to 
show them. [11] 
He has been coming every seven weeks now. He comes most Fridays or sends one of his 
sons most Fridays with something. [8] 
Sample data representing relationship compositions: 
She and 1 are part of a new wave, as we choose to look at it. Well, we don't feel competitive 
or jealous of each other. A lot of shops here, they'll practically bar the door if you walk in. 
they don't want you to see their lines. [1] 
I have three or four people that I pretty much rely on to do all my sample making. Novv' they 
don't normally don anything else. They don't learn to reweave at all, but when it comes to 
developing a sample, they're about the only ones that I really trust. But normally, th(;y can't 
do it because they don't have enough time. [5] t 
I work with the guy that runs the factory. It's his factory. I can show him a picture or take a 
piece of clothing or patterns and we work from there. He does it himself, it's his factory. [3] 
Yes the seven are the ones that work with us, the rest may work with somebody else, like the 
rug that guy, we try to work a line... try to help him and try to make a group with him. And 
we ti7 to help him to take a course with me on natural dyes. [11] 
